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REFACE to the Color Confer- 

ence, Sept. 25 in New York— 
“Life without industry is guilt— 
industry without art is brutality— 
Art is that in which the hand, the 
heart and the head work together.” 
—Ruskin. 

7 
TEAS 


Sis 6 


A D. WHITESIDE, president of 
- Dun & Bradstreet, Inc., be- 
fore the National Merchants Asso- 
ciation in Minneapolis, in the first 
public address made by Mr. White- 
side since his resignation from the 
National Recovery Administration, 
said: 

“T am inclined to think, because 
of the lack of a centralized nation- 
wide organization, that retailers 
have not been fully conscious of 
their power. You cannot know 
your strength or you would have 
confidence, because retailers when 
organized and thinking straight 
could have a greater effect on pub- 
lic opinion than any other group 
or bloc in the United States. You 
and your employees number five 
million persons and your customers 
whom you meet in daily contact, 
on a basis of mutual confidence 
control the Government of the 
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United States for they are fifty mil- 
lion strong, and in stating that 
figure I refer only to the wage 
earners as consumers. 

“The retail trade has it in its 
power if properly organized with 
a common objective to be the back- 
bone of the sound legislation of 
this country. Retailers should be 
the spokesmen of our people and 
their conviction, based upon im- 
partial consideration, should be the 
decided factors in determining the 
legislative actions of Congress. And 
frankly, I know of no saner people 
to whom to leave the economic wel- 
fare of this country than you and 
those thousands of other retail mer- 
chants scattered from one end of 
the United States to the other.” 
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| poompuond J. RICH of Washing- 
ton reports that the Washing- 
ton shoe retailers, climatically in- 
clined, plan to hold their opening 
announcement for Fall shoe mer- 
chandising Sept. 9. The Washing- 
ton Herald in particular is now 
working on a Fall footwear section 
that is expected to dazzle the eyes 
of the President. 
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HE NEW YORK WORLD-TEL- 

EGRAM, in a five-column spe- 
cial feature article, “Gothamite— 
The Shoe Clerk,” tells the life story 
of a shoe clerk and adds: 

“Nowadays he makes around $50 
a week and flatters himself. He is 


one of the most expert men in his 
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line in New York City, and in the 
little shop off the Avenue, where 
he is employed, the manager treats 
him with a good deal of deference, 
as befitting a veteran. Almost no 
prospects get away from Johnson, 
and he cites what he describes as 
‘my uncanny knowledge of human 
nature’ as the reason. He is par- 
ticularly expert at selling ‘spiffs’ 
—the shoe game’s designation for 
merchandise that is difficult to 
move, either because it is out of 
season or because it is high priced. 
He is a successful salesman with 
men, but with women he is, as he 
himself will tell you with some 
pride, ‘sure-fire.’ 

“The real reason, of course, is 
that his many years on the job have 
developed his technique to the 
point where it serves him as a 
sixth sense.” 




























2 ynanaeean of a million visi- 
tors were in Brockton to wit- 
ness activities of the recent Depart- 
ment Convention of the American 
Legion, so executives of the M. A. 
Packard Company took advantage 
of an opportunity to keep Packard 
shoes before the vast throng in a 
novel and striking manner. 


} PACKARD J 
SHOES 
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A large billboard poster, erected 
in a natural setting of hydrangeas 
and evergreens on the spacious 
grounds adjoining the Packard 
plant, was painted with the Pack- 
ard trademark in the legion colors 
of buff and blue, and the National 
colors of red, white and blue sur- 
rounding the same made a most 
striking display. In the evening 
powerful spotlights of red, white 
and blue played upon this display 
unit, revealing a most striking ef- 
fect and producing much favorable 
comment from visiting legionnaires, 
many of whom were retail buyers 
and salesmen. 














ALT DISNEY and the Mickey 

Mouse movies, with the Three 
Little Pigs for company, stepped 
into business as an instrument of 
promotion for the sale of goods. 
These products now linked up by 
license with Truitt Brothers, Inc., 
of Binghamton (children’s school 
and play shoes); Hickok Manu- 
facturing Co. of Rochester (belts 
and garters); Eisendrath Glove 
Co., of Chicago (Gloves and mit- 
tens); Draper-Maynard of Ply- 
mouth, N. H. (baseball and boxing 
gloves, balls, etc.); The Athletic 
Shoe Co. of Chicago (sheepskin 


moccasins). 
*” - * 


HOLLYWOODITES are so thor- 
oughly shoe conscious that many 
even like to slip over to Pasadena 
and eat their off-day dinners in a 
shoe. Pasadena boasts the largest 
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TOO MUCH OR 
TOO LITTLE 


OVERPRODUCTION 


SEZ YOu 
Rhee! 


—That is the question. 

—During the past two or three years we 
have heard ever so much about “over- 
production." 

—But not so much about "“under-con- 
sumption." 

—Now comes Robert K. Doane, director 
of a Federal Survey, with the astound- 
ing statement that we are deficient in 
our capacity to produce needed food, 
shelter and clothing and other goods 
and services. 

—Mr. Doane's research discloses that 
there is a shortage of nearly 100,000,- 
000,000 pounds of foodstuffs in the 
existing producing capacity of the 
American agricultural establishment. 

—That there is a present accumulated 
shortage in excess of 6,000,000 
dwellings. 

—That there is a deficiency of some 66,- 
000,000 suits of clothes, etc. 

—If all this is true, there is only one pos- 
sible answer to our present dilemnma— 
namely—"under-consumption." 

—It will be interesting indeed, when 
normal purchasing power is restored, 
to test the accuracy of Mr. Doane's 
findings. 


© ns OT 


President. 

















shoe in the world—that is, an inn 
built to resemble a good old- 
fashioned clod-hopper 60 ft. long 
and 30 ft. high. The menu card is 
cut in the form of a shoe with 
black uppers and natural soles, 
similar to the shoes father used to 
wear when he was putting us 
through school! 


* * * 


HE GERMAN SHOEMAKERS’ 

GUILD is working on plans for 
a standard shoe. This project is 
part of the Nazi plan for bringing 
back to small shops a portion of 
the work now done in factories. 
The guild hopes that by creating a 
uniform type of shoe, well adver- 
tised with the aid of the party’s 
publicity organization, work will 
be created for the old-fashioned 
shoemaker. One difficulty of the 
small German shoemaker has been 
his inability to provide at reason- 
able prices a great variety of styles 





such as are offered by large shoe 


factories. 
* * * 


AY invaluable book for every 
business man’s desk has just 
been issued by John F. Budd, 
editor. It is the Custom House 
Guide, an immense compendium 
of facts for importers and exporters 





< 








and men who have an _interna- 


tional outlook. It is a virtual en- 
cyclopedia on customs tariffs and 
amendments, regulations and offi- 
cial changes, weights, measures and 
particulars pertaining to the move- 
ment of commodities in world-wide 
circulation. We have seen the book 
on several desks and discover in it 
a veritable library of 1600 pages. 
It sells for $10 and may be ob- 
tained from the Custom House 
Guide, Box 7, Station P, Custom 
House, New York, N. Y. 


* * * 


ORMAN _ CHRISTENSEN, 
manager of the Christensen 
Shoe Store, Salt Lake City, Utah, 


says: 











“The success of today’s shoe de- 
partment or shoe store depends 
upon how much the manager knows 
about the science of merchandising. 
Estimating the customer’s needs be- 
fore they are expressed and being 
able to anticipate what will be pop- 
ular and buy advance shoes accord- 
ingly, as well as being able to 
psychologically analyze each cus- 
tomer, has much to do with the 
success of a store.” 

* * * 


HOE stores in Atlanta generally 

report that they pulled out of 
the “red” during 1933-34 and, 
while profits made during the year 
are not large, nevertheless they are 
experiencing that “grand and glori- 
ous feeling” that comes with hav- 
ing crossed the line into the black 
ink again and are planning for a 
good Fall season. 


1934 
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The cotton crop in the Southeast 
is expected to bring in about $90,- 
000,000 more than it did last sea- 
son, exclusive of rental and benefit 
payments; the tobacco crop will 
bring in about $40,000,000 more, 
with an advance of 10 cents a 
pound in the price; crops are good, 
in contrast with crops in other sec- 
tions of the country . . . and if 
everybody is not happy, everyone 
is, at least, optimistic. 

* * * 


F ITTING remarks by Ray Hopp- 
man. Beneath this slab lies shoe 
clerk Fleet—he couldn’t resist 
tickling people’s feet. 

A shoe dealer isn’t going to suc- 
ceed at all until he first admits de 
feet. 

And have you heard about the 
shoe dealer who lived up to the 
Union code so strictly that he en- 
gaged a licensed plumber to fit the 
pumps on women’s feet. 
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Some of those so-called bargain 
shoes you get in cheap John places 
really should be made of baloney 
skins. 

Imagine a customer waltzing in 
and asking for a pair of bockwurst 
oxfords. 

They’d most likely slip him a 
pair made of unpedigreed hot dog 
casings without his knowing it. 

They make a skin game out of a 
skin game. 

The height of brotherly love is 
when one pal breaks in a pair of 
new shoes for another. 

Money talks, all right, but lots of 
times only in broken English. 

Three feet make a yard and often 
two feet make a lot of trouble for 
a shoe clerk. 

I wonder if it’s true that they’re 
making shoes out of onion skins for 
vegetarians. 

And many a clerk wishes that 
some of those self-made men had 
done a better job on their feet. 

You said it—two wrongs some- 


times make a riot. 


Yesterday is an outlawed account 
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-—Tomorrow is a risky promissory 
note-—Today is real money—Invest 
in it! 

Shoes, of course, have a tendency 
to get wider when they are a bit 
old—but so do we all. 

Well, it’s time I sounded TAPS 


-—so long! 
* * * 


ILK PARADE opens in New 

York the week of Sept. 10 and 
continues nationally the week of 
Sept. 17. “More than 5000 stores 
throughout the country, and lead- 
ing New York stores, have joined 
in the Silk Parade,” according to 
R. D. Jenkins, vice-president of the 
International Silk Guild, which rep- 
resents the industry. 

Capt. William J. Pedrick, presi- 
dent of the Fifth Avenue Associa- 
tion, says: “Such a large group of 
people in our country depend for 
their livelihood on the silk industry 
that any concentrated effort to 
focus attention upon silk products 
will naturally effect beneficially 
the development of their industry.” 


* * * 


RTHUR JACOBY, shoe mer- 
chant in Berlin, while on a 
midsummer trip to Switzerland, 
went window shopping—the most 
natural thing for a shoe man to do 
and lo and behold! he finds Mrs. 
Margaret Hayden Rorke of New 


wy - 


Weare 








York looking into the shoe store 
window at the same time. 

It again shows what a small 
world this is, for both are authori- 
ties on style and color and have 
worked in harmony for a dozen 
years. More and more there is de- 
veloping an international accord 
on the subject of colors and fash- 
ions in leathers and footwear the 
world over. 

* * * 
Impertinent Questions 

Liza: “Ah wants a pair o’ shoes 
foh mah little gal.” 

Clerk: “Black kid?” 

Liza: “You’all just mind yo’ 
own business an’ git me dem shoes.” 





™; You an YOu an’ 
@ “YOu aw’ You 
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ENERAL HUGH S. JOHNSON 

recognizes for the NRA the 
following men, constituting the 
Code Authority for the shoe pattern 
manufacturing industry: C. W. 
Conaway, Shoe Fashion Research, 
Inc., New York; Harry J. Kener- 
son, United Shoe Pattern Co., Bos- 
ton; A. M. Linz, Premier Pattern 
Co., Cincinnati; Philip A. San- 
born, 157 Federal St., Boston; 
John F. Teehan, Dunbar Pattern 
Co., Brockton; and R. J. Jewett, 52 
Centre St., Brockton. 














"I really don't know what style | want but I'll know when I see it.” 
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WHAT'S THE ANSWER TO 
THIS “PARLOR’ PROBLEM? 


M 
MURRAY C. FRENCH S@ 


The French Room is a dandy place to smoke. 


THERE are two sides to every question—otherwise there would be no 
question, would there? 

Possibly this is no time to start an argument about parlor shoe stores. 
However, in the face of the fact that department stores have quite gen- 
erally parlorized their shoe sections it might be interesting to catch the 
reaction of one department store shoe buyer who has changed his mind. 

“Yes, I’ll admit we have a much more beautiful layout here on the 
second floor than the old first floor location with its exposed shelving,” 
says he. 

“But there’s something lacking. I know I’m wrong, but I can’t help 
feeling that a shoe store without shoe boxes is like a barber shop with- 
out a striped pole. Shoe stores have had exposed cartons for so many 
years they act as a trade mark in people’s minds. 

“With our old customers it makes no difference. But a big city store 
always has a steady flow of strangers, and when a stranger is directed 
to the shoes from another department, too often she flounders around in 
our vicinity looking for the familiar shoe boxes, then drifts on down 
the elevator to hunt a ‘regular’ shoe store. 

“We have found that when a stranger asks for shoes, we must bring 
her clear into the department, almost drag her. Hardly a day goes by 
that we do not have to persuade some customer that she is really in the 
shoe department. 

“IT had a case the other day, too extreme to be representative, but it 
shows what I mean. I greeted a woman entering the department. She 
said, ‘Where do I get shoes for myself?’ 

“Right here, just have a seat,’ I answered. 

“She remained standing. ‘You didn’t hear me. I want shoes.’ 

“*Yes ma’am. Just have a seat, please.’ 

““But I want shoes . . . shoes, I said! You haven’t got shoes here. 
I don’t see any boxes. 

“I often wonder how many never even get that close because they don’t 
see any boxes. Of course, this parlor setting adds much to the dignity of 
the store. But I’ve had my fill of dignity. I’d rather be back in our old 


first floor location, stumbling over customers al] the time. 


Hardly a day goes by that we do 


in the 


Shoe Department. 
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Is It “Out of the Parlor" and "Back to the Shoe 
Business"? The First "Parlor'' Shoe Store— 
Shoe Boxes Concealed—Died Recently. Was 
It the Fault of the Detached Atmosphere? 
A Store, Yes—But At First Glance Not a 
Shoe Store. And First Impressions Count. 





not have to persuade some customer that she IS REALLY 
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“Naturally many customers compliment the depart- 
ment. They find the French room a dandy place to 
smoke. But they buy slower. The surroundings have 
an aspect of leisure, which is fine for the ten dollar up 
trade. But we carry shoes both ways from ten dollars 
and I am sure our luxurious setting drives a lot of six 
dollar trade into more lowly looking pastures. 

“When we moved this department up here we 
thought it was smart to be snooty. Six dollar trade, 
blah! But now we have a different feeling toward a 
six dollar bill. 

“The office doesn’t agree with me on the carton ques- 
tion. They never do, so don’t quote me. They say 
shoe boxes are through, and that our table and case 
displays should identify the department sufficiently. 
They are probably right—for the future. Right now 
I am worrying more about the immediate dollar than 
about the future ten spot. 

“Don’t forget that during the late lamented boom 
period almost all department stores indulged them- 
selves in many gorgeous elegancies. They installed 
them under the guise of giving service or building 
good will. But it now turns out they were merely 
sopping their own vanity. 

“That’s one of the reasons the Harvard studies 
showed the steadily increasing volume of department 
stores up to 1929 produced a steadily decreasing profit. 
Personally, I think this beautiful shoe parlor is one 
thing we could well have done without.” 


Now comes the question: Will exclusive shoe stores, 
therefore, do better to preserve their distinctive shoe 
store atmosphere by retaining the customary shelving? 
Or, if drawing room settings are good for department 
stores why are they not good for shoe stores? 

Do high grades tend toward parlor types, low grades 
toward shoe store types? The reasons are rather 
obvious. 

What about the middle prices? Let’s hear from a 
man who in 1926 opened a small parlor type store 
with $8.50 and $10 shoes. Three years later he tore 
out the swank and installed the regulation shelving. 

“Parlors have many disadvantages for a small three- 
man shop like ours,” he says. “Even when there are 
no customers one man must stay out front and that 
makes stock work doubly hard. 

“When this man gets a customer the very first thing 
he must do, unfortunately, is to disappear, looking for 
shoes. Now, I’m telling you, in any line of business 
the thing a customer dislikes most is to have the sales- 
man disappear. One minute seems like 10 and it is 
not infrequent for the salesman to come back and find 
his customer gone. If he had remained in sight she 
would have thought nothing of the time. 

“The aisles back there are bound to be darker and 
more crowded, making it take longer to find shoes 
and to put them away. But they make a grand place 
[TURN TO PAGE 39, PLEASE] 


















Droucut hides threaten to become as much of a 
problem for the shoe trade as “hot oil” has become for 
the petroleum industry. 

The entire shoe industry of the United States was 
suddenly stirred to protest and action last week when 
reports from Washington indicated that the Federal 
Surplus Relief Corporation, which now holds the hides 
of drought cattle bought by the Government and 
slaughtered in various packing houses throughout the 
country, is planning to have the hides tanned into 
leather, which in turn will be used in the making of 
shoes under Government contract or under the direct 
supervision of FSRC, such shoes to be distributed to 
the needy in connection with the Government’s relief 
program. 

The situation which caused the Government officials 
to give consideration to this extraordinary plan of pro- 
cedure had its beginnings, apparently, in the agree- 
ment entered into on behalf of the Government and 
tanners of cattle hides for the purpose of controlling 
the hide surplus resulting from the drought. The tan- 
ners were naturally concerned lest the sudden release 
of such an immense quantity of hides should demoralize 
the market and negotiations were entered into with the 
Government as to how they should be handled. The 
Commodity Credit Corporation proposed that the tan- 
ners form a stabilization corporation to take over and 
store the hides. Details of the plan proved unaccept- 
able to the tanners and it was rejected. 

Thereafter an agreement was reached whereby the 
Federal Surplus Relief Corporation was to take over 
all hides and skins obtained from Government cattle 
and sheep slaughtered for drought relief purposes. The 
hides were to be taken, for the most part, from packers 
to whom they were given by the Government in pay- 
ment for slaughtering, the Reconstruction Finance 
Corporation providing $10,000,000 to finance the proj- 
ect. This plan answered the plea of the leather indus- 
try for market stabilization, but left the United States 
Government in the position of owning an immense 
quantity of hides for which it had no use. Government 
officials, apparently, conceived the idea of having the 


"FREE SHOES’ A MENACE 


The Unwelcome Foundling (Drought Hides) Is Now on 
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the Doorstep of the Shoe Manufacturer and the 


Retail Shoe Merchant 


hides processed into leather and the leather turned into 
shoes, to be distributed among the needy unemployed. 
The Federal Surplus Relief Corporation would let con- 
tracts for the making of these shoes or idle factories 
would be taken over and unemployed shoemakers put 
to work directly by the Government. 

But one phase of the situation apparently had been 
overlooked. While the proposed plan apparently 
solved the problem of the drought hides so far as the 
tanners and the Government were concerned, it left the 
unwelcome foundling right on the doorstep of the shoe 
manufacturers and the retail shoe merchants of the 
country. And they lost no time in letting Uncle Sam 
know that their sentiments toward it were no different 
from those of the leather men. 

The reasons why shoe manufacturers and shoe mer- 
chants object to having the Government engage in the 
manufacture of shoes to be distributed for relief pur- 
poses are obvious to every reader of Boot AND SHOE 
RECORDER. Few shoe factories are organized to pro- 
duce shoes profitably under Government contract: Such 
a plan of operation would seriously interfere with their 
entire system of merchandising and distribution. If 
the Government makes the shoes on its own account it 
is simply engaging in competition with the shoe manu- 
facturers, making their problems more difficult. 

From the shoe merchant’s angle, the proposed 
set-up by which shoes would be distributed among 
the needy would simply deprive him of so many 
potential sales, and under present conditions the 
margin of profit is in many instances so narrow that 
some retailers might be forced out of business. 
The point was made in some of the statements 
given out in Washington that the needy unemployed 
are at best very poor customers for shoe stores. 
The shoe merchants point out, however, that the 
practice up to now has been for local agencies to 
distribute relief money among the unemployed, 
which the latter spent in the purchase of shoes at 
a local store. 

In the case of some stores, especially those sell- 
ing popular-priced grades of shoes, these sales have 
been an item of some importance for the past sev- 
eral years. The stores have made commitments for 

[TURN TO PAGE 40, FLEASE] 
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Protest by National Boot and Shoe 
Manufacturers’ Association 
(Adopted by Board of Directors, August 29, 1934) 


The Board of Directors of the National Boot and 
Shoe Manufacturers Association, assembled in meeting 
today (Aug. 29, 1934) at the Hotel Commodore, New 
York, on behalf of approximately eight hundred shoe 
manufacturers, approximately forty thousand retailers 
of shoes, and thousands of workers affected, unanimously 
and definitely oppose the present program for the 
Government to process hides taken from Government- 
killed cattle for the manufacture of leather, leather 
products, and shoes. 

If the announced policy of the Government providing 
for the processing of these hides prevails, it will be 
disastrous to the | Been of many retailers, will vitally 
affect the solvency of others and will demoralize the 
orderly and regular channels of the manufacturing and 
distributing of the leather and shoe industries and of 
forty thousand retailers and their employees. . 

We earnestly urge that these hides which have been 
and are going to be purchased by the Government, be 
held and released from time to time as they may be 
absorbed in an orderly and normal way by the leather 
and shoe industries. This excess supply of hides now 
on hand and to be available in the near future from the 
Government kill comes from the anticipated normal kill 








—An Entire Industry Raises 
Its Voice in United Protest 





of future years and should not be released at this time, 
but should be held and released in the years in which 
they would normally come on the market. 
Signed (Rogers A. Selby), 
President. 


Protest by National Shoe Retailers’ 
Association 
(Addressed to the President of the United States) 


We have read Associated Press reports regarding 
the proposed plan of manufacturing shoes under the 
direction of the Federal Relief Administration, and in 
behalf of the retailers of the United States, we would 
like to be advised what plan of distribution is proposed. 
There are thousands of shoe distributors in the United 
States who would be considerably affected if distribu- 
tion was carried out in any way other than through 
normal retail distributing channels. The shoes of all 
workers should be properly and intelligently fitted, and 
the shoe retail industry is set up and ready to carry 
on this function of distribution properly. We await 
your reply. 

National Shoe Retailers Association, 
M. A. Mittelman, President. 


Protest of National Council of Shoe 
Retailers 


(Addressed to the President of the United States) 


On behalf of members of this council operating 
thousands of modern shoe stores in 48 states and doing 
annual total business of $250,000,000, principally in 
sale of shoes to the masses of the people, we earnestly 
request that you review any proposed plan for the 
manufacture of shoes by governmental agencies. We 
believe you will find any such program is impractical 
from many angles. May we direct attention to some 
of these. First, governmental activity in a major in- 
dustry lends strong support to. the mistaken idea that 
the Government is entering industry in direct competi- 
tion with individual business men. Secondly, processing 
of these hides in the near future will inevitably demoral- 
ize shoe markets, both in production and at retail, 
depressing prices below the level of mere cost in many 
cases, especially making the present widespread co- 
operation of shoe retailers with the National Recovery 
Administration at best difficult and in thousands of 
instances a matter of serious loss, if not of disaster. 
Thirdly, processing of these hides would mean use of 
hides which normally would be on market only in 
future years, resulting inevitably in future shortage 
with unduly increased costs to all purchasers. In the 
interests of entire shoe industry and particularly of 
consumers in the years just ahead, we urge that the 
administration carefully consider again the great de- 
sirability of storing and releasing these hides grad- 
ually and as normal demand indicates their need. 
[TURN TO PAGE 40, PLEASE] 







































A centrally placed ‘'unit display" placed 
before a simple neutral background 
focuses attention on the week's big pro- 
motion idea—also played up in the 


paper. 


REMEMBER the magnet you played witi as a young- 
ster? The more powerful it was, the more pins or 
pennies it would pick up. 

Size didn’t always count either. Some large mag- 
nets lacked magnetism—they had no pulling power. 

Today, your advertising and displays are the magnet 
that draws customers to your store. It must be strong! 
SHOWMANSHIP puts the pulling power into your 
publicity. It’s the first of the three S’s of successful 
shoe selling— - 


SHOWMANSHIP—SALEABILITY— 
SALESMANSHIP 


If your advertising and displays lack pulling power, 
saleable shoes and competent clerks don’t get a fair 
break. The first step in making more sales is to bring 
more people into your store! 

In your community there are other stores that have 
shoes whose styles, prices and quality are as desirable 
as yours. 

SHOWMANSHIP—Dramatizing the selling points of 
your shoes in .ads and displays in compelling, con- 
vincing ways—will make your shoes seem more inter- 
esting and desirable. 

SHOWMANSHIP stimulates the imagination of 





Dramatizing Selling Points of 
Shoes Puts Magnetism in Ads 
and Displays 
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Fall Selling 


By 
R. E. ANDRUSS 


prospective customers, awakens desire and _ begets 
action. 

SHOWMANSHIP in ads and displays is the mag- 
netism that pulls more people into your store. 

Successful showmanship requires a PLAN and a 
PROGRAM. Having these, even the store with a small 
appropriation can do a good job. 

Windows should be so arranged that either “full 
window” or “unit” displays can be featured. 

A promotion emphasizing the return of “shoes for 
occasions” would deserve a full window. A promo- 
tion of “Walking Shoes” would use a unit display, 
prominently placed. 


To make the window flexible the background should 
be kept very simple, and neutral, though in the spirit 
of the season. 

The promotion ideas are then carried out in front 
of this neutral background. In other words, instead 
of spending the season’s appropriation on an elaborate 
background that remains unchanged for months, the 
permanent background is kept neutral, and less ex- 
pensive, and WEEKLY NEWNESS given to the win- 
dow through unit settings changed every week. 

Attention is concentrated on the promotion idea of 
the week—every week. 

For these unit displays PANELS are used. In every 
town there is someone who can do the simple sketches 
and lettering required to dramatize the promotion idea. 
The shape, size, and color of these panels may be 
varied. Compoboard or wall board are used. 

When a “full window” display is necessary, a larger 
panel may be used, or the promotion idea can be 
planned to attach to the permanent background. 

The promotional idea used in the window each week 
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SHOWMANSHIP 


should be the main theme of the advertising for that 
week. It should have a caption and sketch to tie up 
with the window display. 

Interior display should also feature the week’s pro- 
motion theme. When importance justifies direct mail 
can also be used. 

The promotion program should be planned to cover 
a season, with a “major promotion” every week for 
each women’s, men’s and children’s shoes. Minor pro- 
motions can also be included. These should be given 
less ad space and less prominent display. 


Dramatize These Fashion Themes 
in Early Fall Ads and Displays 


SHOES FOR OCCASIONS— is Fashion Footwear 
Theme for Fall. 

Classic Shoes for Active Sports--for those who take 
their sports clothes seriously. 

We're certainly doing things up BROWN this Fall. 

BROWN is so popular this Fall!—and here are 
brown shoes to accompany every costume. 

With TWEED, wear SUEDE—With SATIN wear 
PATENT. 

CALF for the COUNTRY—in oxfords, ghillies. 
kilties and straps. 

Clothes of classic tailored lines need just such shoes 
as these. 

When the going’s bad-——these shoes can take it. 

Anytime is OXFORD TIME this Fall. 

BROWN is in the Sport Light. 

SURFACE INTEREST is the keynote of Fall Foot- 
wear Fashions. 

The MONK goes dressy—in clever combinations of 
suede and patent, set off by stitching. 





A "full window" display for a pro- 
motion idea covering many shoes 
—with the dramatized themes in 
the ad to complete the tie-up. 
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The bread and butter OXFORD becomes ice-cream 
and cake as well. 

VERSATILE FALL OXFORDS adapt themselves 
to every occasion of the day and evening. 

What a Variety of Daytime Shoes! 

GHILLIE—KILTIE—MONK—OXFORD-—STRAP. 

Brown for tailored wear; black for dress. 

Silver or bills in your purse, but GOLD IN YOUR 
SHOES! 

Gold buckles, gold pipings, gold stitchings in many 
shoes; tinsel shot fabrics in cocktail shoes. 

COCKTAIL SHOES go right on to dinner and in- 
formal evening affairs. 

STEP-INS and PUMPS feature BUCKLES and 
TONGUES. 

BUCKLES, BUCKLES EVERYWHERE. 

BUCKLED and TONGUED to meet the romantic 
mood of afternoon and dinner clothes. 

T-STRAP SANDALS lead the formal mode. 

The new silhouette emphasizes YOUR SHOES. Slits 
in tighter, straighter skirts focuses attention on stock- 
ings and shoes. 

[TURN TO PAGE 39, PLEASE] 
———————————— 
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BY 
OWEN A. THOMAS 


A LOT of current problems seem to have been solved 
by the management of the R. H. Stearns Company in 
the new shoe department which had its official opening 
on Aug. 13—the first timé that footwear has ever been 
on sale in this old-time Boston store. 

One of these problems, the solution of which is 
offered, is where to go in the afternoon if you are sud- 
denly seized by an overwhelming desire to see two very 
attractive Chinese girls clad in silver-toned pajamas. 
But other and perhaps slightly more important prob- 
lems, the solutions of which are also offered, are how 
to hold the customer’s active interest until the sale is 
completed, how to inspire that degree of confidence 
which leads to assured repeat business, and how to 
reduce to an irreducible minimum that nation-wide 
curse—the returned merchandise evil. 

All of which is merely another way of saying that in 
at least one Boston store there is a brand new shoe 
salon filled with frills which turn out, on close exami- 
nation, to be not only highly decorative but also 
integral and working parts of a carefully thought out 
merchandising program. 

Consider the Treasure Chest—not shown, unfortu- 
nately, in the photograph above. Outwardly it 
resembles a five-step stepladder with sides and back 
of polished aluminum plates. On each step are a dozen 
or more half pairs of shoes—the product of a custom 
shoemaker. Standing on the floor, it is a really effective 
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piece of interior display, but these shelves can be 
pushed back like the drawers of a chest, the top can 
be dropped and the whole apparatus can be trundled 
on cleverly concealed, rubbed-tired wheels to any part 
of the store for the inspection of a valued customer 
who, having looked with favor on a Fall costume, a 
formal gown or a tea frock, may wish to inspect suit- 
able footwear. She can select any material or color she 
wants even though it be not among the samples sub- 
mitted. In this one department of the business, literally 
the sky is the limit when colors and materials are under 
discussion. 

If shoes are to be taken to the garment departments, 
garments might just as well be brought to the shoe de- 
partment—hence we find six life-size wax figures stand- 
ing on low platforms strategically placed around the 
selling floor. This is not new but there are few stores 
in the country and none in Boston in which there are 
as many figures as there are in this. The management 
aims to get variety and to sell ensembles, one way of 
doing which is to have enough models and see that 
the costumes are changed frequently. In the R. H. 
Stearns department, the changes will be twice a week. 

This brings us to a consideration of small aluminum 
baskets which dot the selling floor. There is no sense 
to them. They don’t seem to be accomplishing any 
useful purpose until one watches a customer come in 
and ask to see, for example, some sport shoes. After 





















BOOT AND SHOE RECORDER, September 8, 1934 






Striking New Departures in 
Service, Decoration and 
Methods of the 


make New Boston Depart- 


Salesmen 


ment a Most Interesting and 


Unusual Shop. 


“PERSONALIZED” SERVICE 


her foot is measured, the salesman goes hence and re- 
turns with a basket in his hand. It is then seen that 
these polished aluminum affairs are designed to hold 
exactly five cartons, one above the other. She is shown 
one shoe which she rejects. That shoe is returned to its 
carton and the carton is replaced in the basket. Shoe 
No. 2 makes its appearance. Perhaps she doesn’t like 
any of them. All five of them, she says, are all wet. 

Swiftly one of the little Chinese girls appears on the 
scene, deftly abstracts the aluminum container from 
beneath the gaze of the customer and vanishes into the 
stockroom. The salesman stays put and chats with the 
customer. The Chinese girl returns with five more sport 
types and the act is repeated. The sound theory behind 
this is not so much to impress the customer with the 
swankiness of the department as it is to keep salesman 
and customer together from the time the customer 
enters the department until she leaves. Later, the 
Chinese girls, when not engaged in getting shoes, may 
be asked to serve tea. 


But it is on the problem of fitting and the returned 
merchandise problem that a few fine touches have been 
evolved. Looming large in the R. H. Stearns stock is a 
line known as “Stearns’ Balanced Footwear.” This is 
the store’s orthopedic line—merchandised, nevertheless, 
.on a strictly style basis. The fit of these shoes, in fact 
the fit of all shoes, is passed on by one of two men who 





have been selected for that purpose, after the shoe has 
been fitted by the salesman. 

If the customer allows the salesman to select the 
proper last and size, then the sales slip is stamped with 
a rubber stamp reading: 

“The fit of these shoes has been passed upon by the 
head fitters.” 

The sales slip is then initialed by the man who 
checked the fit. The rubber stamp, however, does not 
appear on sales slips covering the purchase of shoes by 
customers who insist on an improper last or an incor- 
rect size. No adjustment can be made on shoes returned 
with an unstamped sales slip. The store will go 100 
per cent of the way in its adjustments if the slip is 
stamped and the store is shown to have been in error. 

Furthermore, every package of “Balanced Footwear” 
leaving the store contains a small printed slip which 
makes this unqualified and confidence-inspiring guar- 
antee: 

“Stearns’ Balanced Footwear” 


“If, after ten days’ trial, these shoes do not give you 
absolute satisfaction, you may have a new pair or your 
money back. If, after reasonable wear, they lose their 
shape, you may have a new pair.” 


(Signed) R. H. Stearns Co. 


The merchandising policy of this new department, 
[TURN TO PAGE 40, PLEASE] 
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OUTLOOK 


Good Start Merits Continued Sales-Effort 


May we point with pride to the success of the promo- 
tion of August 15—National Fall Shoe Opening? May 
we toss a few bouquets to those merchants who marched 
in line with new shoes, new window displays and new 
advertising on that date? 

May we extend salutations to newspapers throughout 
the country for participating in the campaign and for 
the generous use of reading columns with text and illus- 
trations calculated to interest the American public in 
the early purchase of Fall footwear? 

May we, at the same time, throw a few scallions at 
those who said “It can’t be done”? 

It was an audacious thing to do—to ask an industry to 
set a date normally affected by mid-season heat and then 
to hustle and bustle for an early season opening, when 
every indication was that the public would betray only 
sales inertia. 

But the audacious are always rewarded. Evi- 
dence in our hands of 1739 clippings (a mere sample 
of what has been done) indicates the cooperation of 
newspapers, the cooperation of merchant associa- 
tions and the cooperation of individuals in every 


part of the country. 
The very weather itself cooperated. Nationally, the 


average temperature for the last two weeks of August 
vas 2.6 degrees below normal. No spot in America 
was so primed for Fall shoe promotion as New England 
where the unseasonal cold snap developed snow flur- 
ries, killing frosts, freezing and near-freezing tempera- 
tures for the coldest August in 31 years. Believe it or 
not—there was a two-inch snow fall in Lunenberg, Vt. 

This break in weather was helpful but, in a way, 
wasn’t necessary, for the August 15 opening would have 
demonstrated its usefulness in roaring heat. The 
merry month of August has changed its selling face. It 
is no longer the bottomless pit of clearance but the be- 
ginning of a new season, and this is true in all apparel, 
furniture, furs and the furnishings needed for school 
openings. The additional factor was an early Labor 
Day and the traditional opening of schools in many 
parts of the country on the day following. 

There were sound and substantial reasons why 
August 15 could be made a demonstration of the pos- 
sibility of opening the Fall season early. Research at 
retail developed the fact that in August the public has 
money for apparel and goods prior to the necessitous 


BY 


father) leaner 


expenditures for fuel and winter warmth usually ex- 
pended in October and November. We placed these 
facts before the merchants of the country and they re- 
sponded. We are heartily pleased at the results. 

Dun and Bradstreet’s survey said: 

“As consumer buying turned pronouncedly stronger as the 
month of August drew to a close, many retailers had the best 
week of the Summer, and sales rose as much as 15 per cent above 
the level of the week preceding and were 8 to 12 per cent larger 
than in the comparative period of 1933. 

“Retail sales gains in some parts of the Southwest ran as high 
as 25 to 30 per cent, and in numerous centers of the South, 
increases averaged from 15 to 20 per cent. Reports indicate that 
demand throughout the Middle West assumed broader propor- 
tions, while on the Pacific Coast the upswing of the last three 
weeks was extended with a little more force. In most districts 
of the East, it is said, last year’s volume was exceeded, despite a 
small percentage of decline at isolated centers. 

“Because of new influences, opinions regarding the inability of 
Fall volume to reach that of a year ago have been reversed, as 
each week brings fresh evidence that in the early reports regard- 
ing the possible effect of the drought on distribution of merchan- 
dise during the next few months, the adverse side was overem- 
phasized heavily. With the exception of the few districts where 
crops were totally ruined, retail sales for August were larger than 
in August, 1933, with government relief funds, payments for crop 
reductions, and the advancing prices for the contracted yields 
carrying a steady flow of ready cash to even the most seriously 
affected districts.” 

A splendid start has been made, and we urge mer- 
chants everywhere to herculean efforts in retail selling 
in September and October. Whether or not we will 
have the competition of free shoes made from drought 
hides and distributed through relief agencies is an issue 
still to be faced, but some time will elapse even before 
such shoes will be on the market—if ever. Meanwhile, 
solicit the business of relief organizations for, even 
though the profit is small, the service is great. We 
ardently hope that the estimated figures of five million 
families on relief lists is grossly exaggerated. 

There are many new phases to the problem of mer- 
chandising today, and the alertness shown by mer- 
chants to solve their individual problems of shoe dis- 
tribution indicates more aggressive salesmanship than 
ever before. 

If we can serve as a stimulator and accelerator of 


effort in the shoes stores of America, command us. 
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@ Write today for your copy of 
the new Fall Foot Saver Catalog. 


BRETON 
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FOOT SAVER 
rings the bell.. 


™ And we don’t mean wedding bells—we mean the bells on 
Foot Saver dealers’ cash registers. For here is the October full 
page in our new advertising campaign which is expanding 
vastly the normal Foot Saver market by selling women both 
old and young on the two-fold advantages of Foot Saver Shoes 
—smart shoes for beautiful feet. 

We believe that great numbers of younger women and girls, 


who have heretofore been content with lower priced, poorly-— 


fitting shoes, will now begin to seek Foot Savers in their modern 
quest for beauty of foot. 

This new feminine trend toward beauty culture for the feet, 
dramatized by Foot Saver’s full page campaign, can help every 
Foot Saver dealer sell finer, better fitting shoes. Fourteen 
million readers of The Ladies’ Home Journal, Good House- 
keeping and Vogue magazines are seeing and, in increasing 
numbers, talking about this advertising. 

Our new line of Fall & Winter styles has met with amazing 
success in the trade. Our 'salés increase has been more than 
gratifying. A complete and practical cooperative merchandis- 
ing plan assures our dealers real profit from the Foot Saver line. 

If the Foot Saver franchise is still available in your locality, 
we suggest you write or wire us today for full particulars. 


FOOT SAVER om 


SHOES 


MNlanufactuced by 
& KOKENGE CO., COLUMBUS, 
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The Julian & Kokenge Co., 266 S. Front Street, Columbus, Ohio. 
Please send me your free booklet of New Footwear Fashions ‘‘ Smart 


Shoes for Beautiful Feet.’’ Also name of the nearest Foot Saver dealer. 
© The Julian & Kokenge Co., 1984 


A 


beautiful bride 
from head to- 


| seg blonde, twenty-one — everyone is 
saying Mrs. John Bruce Hamilton makes a lovely 
bride. Everything about her shows years of careful 
grooming and attention. Her fingertips are faultless, her 
hair is lustrous, her brows—perfect, her complexion— 
the envy of all beholders, her natural figure—gorgeous. 

Yet, as she proudly rests her satin sleeve on the mus- 
cular Hamilton arm a secret remorse mars her happi- 
ness. Her thoughts are in her shoes. She is so ashamed 
of her feet. And they Aurt, too! 

Boarding school years and party days of careless, silly 
shoe buying have played their havoc. It didn’t matter 
how uncomfortable or poorly made the shoes were— 
just so they be smart. Hamilton doesn’t know, yet! But 
inside her bright new slippers lurk poor misshapen feet 
with twisted toes, aching arches and ugly, calloused feet. 

How many thousand future brides facea similar disclosure? 

* * * 


Yet, Mrs. Hamilton’s case is not hopeless. Today, 
fortunately, it is never too late to mend. For the makers 
of Foot Saver Shoes have blended fashion and fit in a 
delightful series of footwear, that is smart with a double 
meaning. Soothed by the magic clasp of these wonderful 
shoes her tortured feet can again regain their youthful 
beauty, callouses will gradually disappear while the 
comfort they afford her arches will make happy the 
miles of housework that lie ahead—give her a firm 
foothold on youth. 

Smart girls as well as their mothers will wisely switch 
to Foot Savers. They cost no more than any ordinary, 
smartly styled shoes. But like a custom-built motor car 
they /ook their class through /onger months of wear, right 
till the day you finally buy another pair. 

A selected shoe or department store in your locality 
sells these finer, smarter shoes. If you don’t know 
which it is write us for the name and we will also send 
you an unusually interesting booklet of New Footwear 
Fashions. Address The Julian & Kokenge Co., 266 
S. Front Street, Columbus, Ohio. 


Foot Saver Shoes 


‘“*>SMART SHOES FOR BEAUTIFUL FEET’’ 
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Tuis week the RECORDER presents two concrete sug- 
gestions for early Fall shoe windows, designed by a 
practical shoe display man and readily adaptable to 
the use of the average store equipped with windows of 
the ordinary type. Accompanying the illustrations 
are suggestions which any practical display man or 
merchant, who is accustomed to handling his own 
window displays, can easily follow in building the 
trims. 

The purpose in showing these displays is to assist 
readers of the RecorDER in planning windows that 
are seasonable, modern and attractive, and which can 
be constructed at a cost within the reach of the av- 
erage shoe store. In this connection it is well to keep 
in mind the fact that window displays are playing an 
increasingly important role in the merchandising of 
shoes at retail, and that shoe windows generally have 
reached a new high level of excellence which makes it 
imperative for every store to give more thought to its 
displays. That means that every shoe merchant should 
expect to set up a reasonable appropriation for his 
windows, based on his sales expectations for the year 
and adequate to enable him to carry on a consistent 
program of window promotion. 

Shoe stores have a special problem in showing their 
merchandise to the best advantage and in a way that 
will arouse the interest of prospective customers so 
that they will wish to buy. Shoes are small objects, 
similar, for the most part, in shape and general ap- 
pearance, so it is impossible to depend wholly on the 


A dramatized display, with plenty of action, is illustrated above. 
Have a fence, painted pure white, run across lower part of back- 
ground about three inches from the background. The upper 
portion of horse and jockey in the foreground are cut out of 
wall board and fastened to the back of fence, producing an 
effective third dimensional effect. The other cut out horses are 
fastened to the background proper, which is in light blue. 


In one corner of the window place a folding arm chair, such as 
is found at club houses of race tracks. Drape a Fall coat or a 
colorful horse blanket from seat of chair to floor and on chair 
and blanket, group shoes. You can throw a jockey's saddle or 
a bridle over the fence to add an effective bit of stage business 
to this setting. 


Show the other shoes on benches, such as one finds for seating 
arrangement at race track. Paint them yellow, so that the black 
and brown shoes will show in contrast. 


This window would be especially good for showing men's shoes. 
A sign in the window could read “Come in and place your 
money on your favorite." 


merchandise itself to attract the atténtion of customers. 
Stores that follow the practice of merely showing shoes 
against a permanent background and using standardized 
types of display stands and fixtures present a similarity 
of appearance from month to month and season to 
season, so that they fail to attract more than passing 
notice. Unless a person has the thought of buying 
new shoes definitely in mind, he or she will scarcely 
be attracted by.such a display. A striking background 
or an unusual arrangement, with an effective color or 
lighting scheme, is necessary to make your window 
stand out from the mass of other windows, command 
attention and make people look at your shoes. 
Another serious error to be found ‘in many shoe 
windows is the tendency toward confusion which re- 
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BE SURE TO SEE PAGE 95 


IN NEXT WEEK’S ISS 


THE SATURDAY 
VENING POST 


THIS coming Tuesday (Sept. 
11th), when The Saturday Eve- 
ning Post appears on the news- 
stands, you'll see what Douglas 
is doing to help you get more 
business and profits! There will 
be a beautiful, hard-selling full- 
page advertisement in the September 15th issue. It’s 
the opening gun . . . the opening business-maker . . . 
in the Douglas Fall advertising campaign. More ad- 
vertising in The Saturday Evening Post, and in 136 
leading metropolitan newspapers, will follow — 
throughout the Fall buying-season! 

Here is a hint of what this full-page advertise- 
ment will be like (but make certain to see it in the 
magazine). There is a gorgeous photograph of as 
smart a pair of shoes as you ever slipped on a cus- 
tomer’s feet! Thousands of the more than two 
millions of Saturday Evening Post readers will want 
a pair of those shoes — just because of the photo- 
graph! It’s a knockout. 


DOUGLAS SHOES 


AMERICA’S FAMOUS SHOE-VALUE 


The famous price- 
stamp on the soles of 
W. L. Douglas Shoes is a 
strong selling-point. It 
guarantees honest value 
to your customers .. . 
and guarantees your full 


margin of profit. City 


W. L. Doucias SHor Company 
Brockton, Massachusetts 


Gentlemen: 
(CO Please have your representative call and tell me about the new Douglas 


Line and Policy. 


Name 


Street 





27 


UE (SEPT. 15th) OF 





Thousands of others will read the advertisement. 
In it, they’ll be reminded of the old-time Douglas 
quality and honesty . . . they'll learn of Douglas’s 
authentic styles that give the confidence which comes 
from being correctly dressed . . . they'll see. that 
Douglas Shoes retail for only $3.50, $4.50, and $5.50 
... their faith in Douglas Shoes will be stronger than 
ever... their interest roused to new heights! 

That’s what this entire Fall advertising campaign 
will do — send a lively, new interest in Douglas Shoes 
surging across the country! That means a lively, 
new business for Douglas Dealers ... for you. Get 
details about the New Douglas Deal. Learn why 
Douglas intends to keep Always a Step Ahead. Mail 
the coupon today. 





W. L. Douglas Retail Prices for Fall, 1934 





ean it eho aay ca cee cccadadscasednedecsasceuvesucceed $3.50, $4.50, $5.50 

Lady Douglas Shoes............ccccssssscsscccssssesesesesseeees $3.50, $4.85 

Men’s Normal-Treds .............sssssecssesseseeseees start at $7 

Lady Douglas Normal-Treds ....................ss0s000008 $6.50 Ww 
(with patented, scientific, corrective features) Ciel 








State 
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CO Please send me a catalog of the New Douglas Styles for Fall, 1934. 
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sults from an attempt to show many styles, with in- 
sufficient thought as to arrangement and the effect pro- 
duced by the window as a whole upon the average 
person passing the store. The old type of fixtures used 
in former years tended to make this confusion more 
pronounced. With the object of making the most of 
the available space in the window, display stands of 
many varying heights were designed, and sometimes 
these fixtures were used without much forethought or 
planning. The result was a window full of shoes at 
all angles and elevations and an effect that was far 
from pleasing. 


MopERN display men devote a lot of study to creat- 
ing effects that are harmonious and well balanced. 
The shoes are arranged in symmetrical lines or groups, 
so placed that the eye moves naturally from one group 
to another. Often the attention of the window shopper 
is skillfully directed to some outstanding sales mes- 
sage, which forms the keynote of the display. There 
is a tendency on the part of many stores to use lower 
trims, showing the shoes on low platforms or display 
stands and on the floor, so that the greater number of 


Below is illustrated a very smart simple setting that includes 
central background panel, combined with built-in fixture arrange- 
ment on which to display the shoes. Panel is of wall board with 
rounded corners to match with the rounded corner step formation 
used for displaying shoes. Faces of steps are of wall board, while 
the top and sides are of corrugated board that permits making 
the rounded corners. 


Cover panel, steps and floor with any fabric available. Felt, 
cotton flannel, sateen, crash, rep, art denim, are usually used for 
this purpose. Paper can be used as a covering, if preferred. 


Any wording you desire can be placed on the panel and changed 
from time to time. This setting can be placed in front of any 
permanent backround. 
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Good Shoe Displays Depend, Not So Much on 
Expensive Equipment, as on the Taste and 
Judgment Used in Their Arrangement. The 
Best Windows Are Those. That Are Attractive 
to the Eye, Harmonious from the Standpoint of 
Design and Color, and Effective as a Medium 


of Sales Promotion 


shoes are below the eye level of the person on the 
street. Shoes shown in this way approximate more 
closely the appearance they will have when actually 
worn on the feet and, in the opinion of some display 
men, show off to better selling advantage. 

With displays of this type, the background is an 
important feature. Often it takes the form of a color- 
ful panel of wall board or other material, with an il- 
lustration in harmony with the season or suggesting 
the use of the merchandise, as, for example, the racing 
sketch used in one of the displays illustrated herewith. 
Such a background serves as an attention getter, makes 
the display stand out as one that is interesting and at- 
tractive, and causes customers to pause before your 
window long enough to become really interested in 
the shoes. 

A reasonable appropriation for window displays, 
plus more thought and study in planning them, should 
enable the average store to step up the quality of its 
window promotions to a point that will yield gratify- 
ing results in the way of increased sales and profits. If 

[TURN TO PAGE 40, PLEASE] 
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THE PUBLIC APPRAISES SHOES 





FOR WHAT THEY PROVE TO BE 


*BALANCED TANNAGE Used 
to briefly describe “BENCH 
BRAND” sole leather which IS 
BALANCED in respect to wear, 
flexibility, moisture resistance, 
essential shoemaking qualities 
and merchandising advantages. 


It's an advantage in buying to have the names of shoe manufacturers making shoes 
that carry KISTLER “BENCH BRAND” LEATHER SOLES. Write us for them. 


This chart represents a side 
of leather. The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
whole side. 


One need not resort to crystal gazing to know how cus- 
tomers will react to the shoes illustrated. Were we able 
to show them here as they appear to us in all the finesse 
of shoemaking, you would agree that “BENCH BRAND” 
leather soles provided the necessary feature to properly 
complete this heavy-duty shoe ensemble. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


is essential to do the job that must be done if a business 
prospers. It helps turn the stock, repeatedly, at a profit. 
When you are buying heavy-duty shoes, play-time shoes, 
or shoes for business and dress wear, remember, those 
can be sold with utmost satisfaction which are bottomed 
with this *“BALANCED TANNAGE”. Don’t pay the 
penalty of poor sole leather. 


LSWUCL x 


LEATHER COMPANY 


"BOSTON: MASS: 
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Yn smart walking shoes, as in more formal footwear for 
afternoon, women of today are demanding enduring beauty, 
and the added comfort that a mellow, pliable leather gives. 
Evans Kid Leathers possess both these qualities, being 
carefully selected from fine mature skins and treated so as 
to retain in full measure their rich “natural beauty” and 
flexibility. No wonder so many noted manufacturers and 
merchants rely on Evans Leathers—the kidskin with the 


« ” 
extra” consumer appeal. 


R. EVANS and COMPANY 
Gaetan, New a 
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STEPS 


in the right direction! 


Will hie first step be in the right direction? Will chat first step be firm 
and strong because you made it so? I's wp te you. It's up to you to 
start him out in life with every possible advantage. If you let him rake 
that Gest step in Macy's Gro-Shoes, he will share the advantage 50,000 
other mothers gave their children Inet year. It’s an advantagé you 
couldn't have had because Gro-Shoes are the latest in scientifically 
developed foot wear for children, embodying the flexible snug arch, the 
broad heel base and snug-ftting heel, and the roomy fore part for toe 
development. It's an advantage you can afford to give him, because 
Gro-Shoes are priced well within your means. 


At all mes Macy's endeavors to do more than just sell children's shoes 
Every child's foot posture is carefully observed by trained firters and 

alterations are suggested when necessary. It is significant 
that no Gro-Shoe cam be purchased at Macy's without the sanction of a 


children from 9 months to 14 years. Prices range fftin 2.48 to 5.98 
Children’s Shoes, Fourth Floor 














highly effective. 


NEWSPAPERS ad lineage is recognized as one of the 
reliable indices of retail business, and, aside from the 
usual seasonal slumps, the trend in advertising volume 
has been upward this past year. With the Fall selling 
season now well under way we are witnessing a vigor- 
ous rebound from the lethargy of late Summer. All 
sorts of seasonal merchandise lines, but particularly 
apparel and house furnishings, are using bigger space, 
brighter illustrations and bolder copy to tell the story 
of what’s new for Fall. 

Shoes form no exception to the rule, and it’s encour- 
aging to note that shoe stores also are stepping up 
their space with the advent of the new season. It 
would be unfortunate, indeed, if it were otherwise, for 
with more money available for spending, it’s up to 
shoe stores to make their bid for a proper share. One 
of the best ways is to build up advertising appropria- 
tions, sharply curtailed during depression, just as 
rapidly as conditions warrant, taking good care mean- 
while to make certain copy, layouts and illustration 
are of the calibre that will make the increased space 
a good investment. 

Boot AND SHOE RECcORDER’s promotion of the idea 
of starting the Fall selling season early contributed 
materially to the late August bulge in retail shoe adver- 
lising, which is becoming more pronounced in these 


Smart Ads Tell Story 
Of Fall Shoe Styles, 


A children's shoe ad 
that tells the old story 
of right shoes for grow- 
ing feet in a fresh and 
interesting way. 


Ps Good shoe illustrations 
are a vital factor in 
MACY’S @-ano.snozs newspaper ads. Here's Bee 
a Pte. TL a simple layout, but The Fashion Sensation in Footwear 
— See. the shoes make _ it . «le tien abl aden eckartetiveee eid haaeapan je 
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Attractive Layout and Interesting 

Copy Angles Play Up the Selling 

Points of New Season's Footwear as 
Stores Increase Ad Space. 

















This  Foshiong smartest fabric .. n the smortest shoes .. : ond you will see. 
them on the smartest feet, for women orp saying, “| like #.” Gobordine the 
essentiol footwear to weer with silk crepes ... cashmere... tweeds ... ond 


wool with threod woven metollic. 


first weeks of September. Many stores the country 
over joined in the movement to open the Fall shoe: 
season Aug. 15. Some keyed their advertising to the: 
idea of a nation-wide shoe opening, while others. 
simply announced the earlier showing of Autumn shoes 
without joining in the cooperative campaign. Already 
we have told the story of the cooperative promotion on: 
the part of Pittsburgh merchants. From way down in: 
Tyler, Texas, comes an ad by Mayer & Schmidt which 
dramatizes the Aug. 15 opening most effectively, and’ 
scores of others have come to hand. Here’s what the- 
Mayer & Schmidt advertisement said: 

“Wednesday, Aug. 15, shoe retailers all over the- 
nation will start showing the newest styles in footwear 
for the Autumn season. Our new Fall styles are here 
in great number, and never before have we been as 
thrilled with new models as in this instance. Miss 
Vida L. Moore, one of America’s foremost shoe design- 
ers, says: “The most interesting thing about Fall shoe: 
fashions is their diversity. Diversity of leathers, even 
on the same shoe, of cut, of color and of style.’ But 
we can’t begin to tell you all the interesting things: 
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Early Fall Opening Influenced 

the Trend of Retail Shoe Adver- 

tising and Formed the Theme 
of Many Ads 


A group of late August 

shoe ads, showing the sea- 

son's trend in fashion il- 
lustration. 


about this season’s shoe styles, you will just have to 
come down and see them for yourself.” 

“A thrill is in store for you!” said Stenchever’s of 
Passaic, N. J., in an ad dated Aug. 16. “Our 1934 
Fall Shoes are not only the most beautiful, but the 
most amazing values, we’ve ever presented! Just come 
and see! Thousands of new shoes. . . scores of exclu- 
sive styles . . . in suede, doeskin, antelope, kidskin, 
calfskin, and combinations. Of course, all sizes and 
widths.” . 


MEANWHILE, L. Bamberger Co., of Newark, de- 
clares, apropos of Fall shoe fashions, that “Contrast 
Gives the New Elegance,” and goes on to say: “Tuck 
the word ‘contrast’ in your bonnet. Paris cables are 
pounding it. Suede contrasted with patent leather, 
calfskin, kidskin, reptile. Prepare for a paradox. 
Tailored clothes for Fall are going dressy. Bamber- 
ger’s interprets it in oxfords with whorls of stitching, 
oxfords with beautiful details. Choose your contrasts 
warily. It takes artistic skill to combine leather 
effectively, to creat really exquisite shoes. Bamberger’s 
is past master of the art; witness these noteworthy 
examples.” 

And, over in Brooklyn, Abraham & Straus, are 
playing up suedes, asserting there are “two things you 
can’t fail to note about the new shoes—they must be 
suede and they must be trimmed. The oxford is 
trimmed with kidskin and stitching in a very trim, 
smart way. The pump has shiny patent heel and a 
swooping applique of stitched patent at the side. 
Black or brown.” 

Picturing a scalloped tip women’s oxford in suede 
with calf trim at $12.95, R. H. Stearns Co. of Boston, 
whose new shoe department was recently opened, ad- 
vertises Stearns’ Balanced Footwear and offers ten days’ 
trial with a new pair of shoes or the customer’s money 
back if absolute satisfaction is not experienced. A new 
pair is also promised if the shoes lose their shape, 
after reasonable wear. The ad explains what Stearns’ 
Balanced Footwear means as follows: 

“It means BALANCE. It incorporates the third 
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dimension: DEPTH, in addition to length and width. 
The median of the shoe from toe to heel and from side 


to side is the center of weight. With scientific pre- 
cision the last is designed to carry its own special 
height of heel, giving the shoe the proper toe spring, 
and allowing the ball of the foot to set in its proper 
place when the full weight of the body rests on it. The 
arch is high and snug fitting, heretofore possible only 
in extremely high heeled shoes. ‘Stearns’ Balanced 
Footwear’ combines fashion with perfect fit and com- 
fort.” 

Under the caption, “Steps in the Right Direction,” 
R. H. Macy & Co., New York, called attention to their 
“Gro-Shoes” for children in an advertisement as 
unusual for its copy angle as for the effectiveness of 
its illustration. 

“Will his first step be in the right direction?” this 
Macy ad asked. “Will that first step be firm and strong 
because you made it so? It’s up to you. It’s up to 
you to start him out in life with every possible advan- 
tage. If you let him take that first step in Macy’s 
Gro-Shoes, he will share the advantage 50,000 other 
mothers gave their children last year. It’s an advan- 
tage you couldn’t have had because Gro-Shoes are the 
latest in scientifically developed footwear for children, 
embodying the flexible snug arch, the broad heel base 
and snug fitting heel, and the roomy fore part for toe 
development. It’s an advantage you can afford to give 
him, because Gro-Shoes are priced well within your 
means. 

“At all times Macy’s endeavors to do more than just 
sell children’s shoes. Every child’s foot posture is 

[TURN TO PAGE 38, PLEASE | 
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CLAUDETTE COLBERT 


Finds the tailored pumps for dress and 
Roman sandals for leisure. 


CLAUDETTE COLBERT, Para- 
mount star, has a new assortment of 
plain neatly tailored pumps in black 
suede and in patent leather. Claudette 
has a penchant for things tailored 
when circulating abroad. When pok- 
ing around her gold fish pond at her 
home on the peering heights she often 
is glimpsed nowadays in white canvas 
sandals of the true Roman type, the 
kind with a lot of cord crossing and 
criss-crossing about the ankles. 


> -@-@ 


One Hollywood shoe merchant says 
he sold a certain star 172 pairs of 
shoes last year, making a top-day 
record of 25 pairs. Just what he 
would have done had there been no 
depression is a proposition for Ein- 
stein to figure out. The merchant does 
not want his name mentioned as he 
does not want to supply information 
to competitors, but a guy with that 
much sales ability need fear no com- 
petitors here or hereafter! 


eo @& .6 


Ir is rumored both in Hollywood his- 
tory and tradition that Sidney Fox 
has the smallest and cutest feet of any 
girl in pictures. She has to have her 
shoes made to order and nobody steals 
them for nobody else can get into 
them. One publicity girl thinks they 
are size 14%. That, by the way, is 


By J. EDWARD TUFFT 


about the size of shoe our bulky grand- 
mothers who wore size 6 during the 
week crowded into on Sunday. Grand- 
ma’s day, however, was a period when 
it was fashionable to be tortured and 
none too pious to be comfortable! 


* + 


REVERTING to that subject of 
enameled toe nails, you are hereby 
notified that Mary Carlisle and Shirley 
Ross have a private gospel involving 
a daily pedicure, while the less con- 
scientious feel four per week is suffi- 
cient to cover up all the mistakes of 
the Creator. 


* *% & 


P AUL JESBERG, of Walk-Over fame 
out here, says he now has a pair of 
sox which, unaided and unabetted, 
cling like a brother and defy effec- 
tively the well known law of gravita- 


tion. 
* * * 


P ERT KELTON, RKO celebrity, now 
starring in “Bachelor Bait,” has in 
real life a fondness for Roman sandals 
with wide straps and low heels. Right 
now she is wearing a pair made of 
bright red suede and getting quite a 
kick out of them. No wonder at all 
that bachelors are bait, ain’t it? 


* + 


One Pasadena shoe merchant says 
the longer he is in the shoe business 
the more atheistic he becomes. His 
words constitute the first treatise, so 
to speak, dealing with the religious 
influence of the slipper spoon. 


® 2 @ 


GLORIA SWANSON, MGM star of 
long standing, has a new pair of eve- 
ning sandals made of black satin and 
outlined with bands of black sequins. 
The sandals are worn with a costume 
trimmed with sequins of the same 
variety. Sequins, by the way. are 
beads, not birds! 


- eS 


F RANCES FULLER, who is starring 
for Paramount in “Elmer and Elsie” 
with George Bancroft, was seen on the 
street the other day wearing a véry 
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conservative, plain pair of patent 
leather kids with military heel. 


* + 


“Doers every star have a million 
pair of shoes as is reported?” I asked 
of a fashion publicity girl at one 
studio. “The answer seems to be,” 
said the girl, “that the stars are not 
different from other well dressed 
women who can afford real wardrobes; 
in other words they have one pair ot 
shoes usually for each costume.” I 
was about to ask if each star had a 
million costumes, but the telephone 
rang and I had to go into a period of 
silent prayer while some other in- 
quisitive cuss with a page to fill 
pumped out information on another 
topic dear to his throbbing heart. 


ee © ¢ 


|DA LUPINO, Paramount star, has a 
swell new pair of beach mules (shoes. 
not horses’ half brothers) made of 
closely woven cord in bright blue. 
That reminds me—who wouldn’t go to 
sea to see? 

* * % 


CAROLE LOMBARD, who dearly 
loves silk pajamas, is now wearing 
plain sapphire blue Egyptian type 
sandals, the kind with heels, made of 
material that matches her pajamas. 





CAROLE LOMBARD 


Paramount star who favors the in- 
formality of pajamas and sandals. 
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MAKE HER 
SCHOOL HOURS 


HOURS OF COMFORT 


Cetastic provides the shoe of the school 
girl with the same muscle-relaxing toe com- 
fort that she enjoyed in her comfortable sport 
shoes during vacation hours —a comfort that 
will keep her mind on her studies. There are 
no loose linings to hurt the toes, for this fusing 
box insures a smooth, wrinkle-proof toe. Since 
the Junior Miss insists upon the same details 
that give comfort and style to adult footwear 


be sure her shoes are equipped with Celastic 
—The Quality Box Toe. 


Dadi hia OMI bah A 
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nited Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 


THE QUALITY 
BOX TOE 
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National Shoe Retailers 


ASSOCIATION NEWS 


AND TRADE VIEWS 





Style Conference Traveling Costs 
Reduced 


For the first time, reduced railroad rates 

have been granted for the Style Conference 
and Tanners’ Exhibit September 24th and 
25th. 
Never before have those who attended 
this jointly held event had the opportunity 
to travel at reduced fare. All trade factors 
attending this combined trade meeting are 
eligible to travel at reduced railroad fare, 
but are instructed to be sure to ask for 
certificate receipt at the time of purchase, 
so that validation can be made at head- 
quarters office in the Hotel Astor, 45th & 
Broadway, during the meeting, September 
24th and 25th. 


Association Activity at Washington 


The LRGA has been requested by a shoe 
store in Philadelphia for a special exemp- 
tion or classification for orthopedic shoe 
salesmen on the grounds that “they are 
specially trained salesmen who have ac- 
quired a scientific knowledge of a peculiar 
and unusual character and that they cannot 
be replaced as ordinary shoe salesmen with- 
out difficulty.” The desire of the firm ap- 
parently is to have these salesmen classified 
as, “professionals” under the recently ap- 
proved definition. 

Recommendations: That orthopedic shoe 
salesmen cannot properly be classified as 
professional persons and that therefore 
they are to be treated as any other regular 
inside salesmen. 

The Labor Committee advised that the 
two groups of shoe representatives were 
consulted and were in accord with the 
recommendation. 

Action: Recommendation of the Labor 
Committee moyed, seconded and carried. 





Manufacturers! 


Get ready for the St. Louis Convention. 

If you want to benefit from the N.S.R.A.’s 
twenty-three years of conventioning, write 
to Headquarters at once so that we may de- 
velop the fullest amount of publicity pos- 
sible. 

We shall supply the buying market. 

We shall develop the convention until it 
answers the needs of manufacturer, retailer, 
and consumer by facilitating buying and 
by making the latest news in shoes common 
knowledge to all. The manufacturers are 
falling whole-heartedly behind the efforts 
of the N.S.R.A. to make the Joint Show at 
St. Louis the greatest in history. One 
manufacturer says: 

“For the good of the industry as a whole 
—no branch of which can profit to the 
detriment of any of the others—there 
should be but little hesitancy on the part 
of representative firms to join with you in 
this undertaking. 

“As you should know, you have the 
united good wishes and the keenest desire 
to co-operate with you on the part of all 
members of our staff.” 


EARLY AUTUMN SIDELIGHTS 


GHOE prices and quality standards in the lower priced brackets are still 
on the toboggan as evidenced by New Fall Price Announcements. Price 
competition, with little regard for quality standards, is the order of the day— 
with a gullible public—the willing victim. 

* * * 


We received a ‘phone call at Headquarters today and an irate masculine 
voice informs us: 

"While playing golf yesterday, | noticed my caddy had on a very dis- 
reputable pair of shoes, and was literally ‘walking on his uppers.’ | ques- 
tioned him and was amazed to learn that the shoes were only ten days old; 
cost $2.95, and were completely worn through—both inner and outer sole. 
The boy's feet were wringing wet. | saw to it that he got shoes that had 
some value in them (cost $6.50), but what | want to know is what is your 
Association going to do regarding the matter, as it is criminal to sell this 
grade of shoe to a boy who has to work so hard for his dollar." 

* * * 


Still prices and quality go down. 
* * * 
The Associate Membership plan of the National Shoe Retailers Association 
has been accepted by some of the leading manufacturers in the shoe industry. 
The success of the St. Louis convention depends on such membership. Have 


you sent in your application? 
x * 


Calling all jobs! 
The National Shoe Retailers Association has during the past years given 


considerable time and patience to the placing of good men in good jobs. 
Realizing the benefits of such a function and realizing that as an Association 
the N.S.R.A. is always at the call of its members in need, the National Shoe 
Retailers Association wishes to announce that from now on the placing of 
men in suitable jobs shall be one of its duties. 

So, the N.S.R.A. is calling all jobs! 


* * * 


When leather prices go down, substitutes for leather pass out of the active 
picture . . . at least that has been the customary conduct in the basic 
material field in the past. But when we notice the shoes made of imitation 
leathers in the shop windows—score upon score—we can but wonder if 
history is going to repeat itself. We can live in hopes, however, as we 
pray i the abolition of substitutes that tend to ruin feet and pocket-books. 

* * * 


The National Retail Dry Goods Association expects dollar sales in Sep- 
tember, October and November to show an increase approximately 10 per 
cent over the record made last Fall. This statement by Manager C. E. 
Sweitzer is based on reports from a group of representative retail stores. 


* * * 


The National Shoe Retailers Style Conference and Tanners’ Exhibit shall 
be attended by the leeding ci: Pe in the New England area accord- 
ing to personal contacts made at New England factories by your Association 
during the past month. We invite the trade to our big style and color fore- 


cast. Hope to see you there. 
JOHN J. HOLDEN, 


Manager. 
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Association 


Service Center For Retailers 
3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 





RULES OF MARK UP 
To Get a Desired Gross Profit 


= Rule of Six now somewhat famous in the Shoe Trade was thought out 
to settle the ambiguity which existed as to just how to mark up shoes. 
Some people figured “mark up” on cost; others on selling price, while many 
of the small merchants could not figure percentages at all. The matter was 
confusing to say the least. 


The statistics available show that the average cost of retailing shoes 
throughout the United States runs about 2814 per cent (cost of light, heat, 
rent, upkeep, fixtures, advertising salaries, delivery paper and twine, freight, 
express, etc., etc.). There is a further cost that is the loss in value from 
depreciation in actual selling value because of change in styles and colors; 
mistakes in buying sizes, etc. This loss is upward of 5 per cent according 
to merchant and style of footwear handled. Thus the total expected cost or 
expense may be figured at 3314 per cent. 


A merchant should be entitled to a profit, and 614 per cent is certainly 
small enough. Thus we arrive at the figures of 3314 per cent (expense), 
and 61% per cent (profit) requiring a MARK UP of at least 40 per cent of 
the SELLING PRICE. By referring to bills for the goods we quickly find 
the COST, to this ADD a cypher 0, and then DIVIDE the TOTAL by six. 
The result will be the selling price in order to obtain a mark up of 40 per 
cent to cover the items previously figured. 


Example: 


Shoes COSTING $3.00 add 0 = 3000 
3000 divided by 6 = $5.00 SELLING PRICE 


Shoes COSTING $3.60 add 0 = 3600 
3600 divided by 6 = $6.00 SELLING PRICE 


Shoes COSTING $4.80 add 0 = 4800 
4800 divided by 6 = $8.00 SELLING PRICE 


It is understood that 40 per cent of selling price is the MINIMUM MARK 
UP for the AVERAGE STORE under existing style conditions. It applies 


to shoe stores selling the standard staple footwear for men women and 
children. 


NOVELTY SHOE STORE MARK UP may have the same percentage 
expenses for rent, light, heat, fixtures, advertising, etc., but the depreciation 
in value of style shoes is very much greater due to the very much more 
rapid style change. The losses in this regard may well be considered from 
10 per cent to 15 per cent or an average of 1214 per cent. This added to 
cost of doing business of 2814 per cent brings a total expected expense of 
41 per cent. Such a business is entitled to a larger margin of profit, at 
least 9 per cent, making a total of 50 per cent which SHOULD BE FIG- 
URED as a minimum for safety. This may be figured by doubling the cost 
price, viz., a shoe costing $3.00 should retail to start with at least $6.00. 
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B. W. CHILDS 


B. W. Childs, chairman of the finance 
committee. Mr. Childs was recently 
appointed to this position by Pres- 
ident M. A. Mittleman. The func- 
tions of this office had been per- 
formed by Mr. Mittleman since the 
beginning of the year. 


Oe ee ee 


N.S.R.A.—Letter Box 


Question: We are very much interested 
in your endeavor to secure information on 
the percentage leases. We are of the opin- 
ion this is the best type of lease, and are 
working with our landlord to obtain one. 
Will you kindly give us any factual infor- 
mation on this which vou have available? 

Answer: Percentage Leasing, N.S.R.A. 
Research on How Much Should a Merchant 
Pay. 

All parts of the country report merchant 
interest in the leasing of shoe stores on a 
percentage basis. In Seattle, the building 
owners have an association of landlords. 
operating main business locations in that 
city. The graduated percentage lease scale 
set up by this association is as follows: 
Men’s and Women’s and Children’s 


ST UNO ev ccc etc. cer eees 6-8 % 
Women's Shoes, mixed prices..... 6-8% 
Women’s one or two priced shoes, 

—volume ....... ics #RG6s 08a ee 
Men’s Shoes, mixed prices Ae 8% 
Men’s one or two _ priced shoes, 

cieth: ......... Tee er ee oee- 5-6% 
BGG SURROUND 6g ck eed nweceee 12-15% 


A number of regulations accompany the 
schedule. These rules cover new leases. 
All percentage leases. carry clauses requir 
ing the tenant to maintain a stated mini 
mum amount of stock at all times. The 
valuation of the stock is to be based on cost 
prices. The stores are required to keep 
their doors open a requisite number of 
hours. Show windows must be lighted dur- 
ing the early evening hours. Percentage of 
advertising is also in the agreements to 
indicate a proper interest in getting the 
most out of the location. 

The minimum rental in percentage leases 
approximatesc 75 per cent of the rate that 
would prevail as straight rent. 


In the merchant’s final returns any bad 
accounts are deductible from yross husi- 
ness. The regular charges in a straight 
lease cover lighting, construction altera- 
tions, remodeling and the usual landlord’- 
lien. 

In every case of a percentage lease, the 
interest of the landlord in the progress of 
business is evident. The Dept. of Commerce 
offers considerable material on percentage 
leasing, if further information is needed. 











BOOT AND SHOE RECORDER, September 8, 1934 


APPROVES FASHION GUILD OBJECTIVES 


Grover A. Whalen, Chairman New York Retail Code 
Authority, Endorses the Principle of Design Protection 





GROVER A. 


New York—“It is an admirable fact 
that high type businesses, interested in 
the production or sale of merchandise 
in which fashion plays a leading part, 
wish to create their own designs and 
thereby make their merchandise dis- 
tinctive and original, lifting the prod- 
uct out of the commonplace and making 
it highly desirable in the eyes of the 
people,” said Grover A. Whalen, chair- 
man of the New York Retail Code Au- 
thority, in discussing the present trend 
toward protection of design. 

“We have seen, during the last few 
years, remarkable activity devoted to 
the practice of pilfering ideas, particu- 
larly designs in the ready-to-wear, shoe 
and millinery markets. Distinctive new 
designs are found by these copyists and 
rapidly produced in lower grades, and 
this process continues until the price 
of the counterfeit articles has fallen to 
a ridiculously low level and mark-downs 


DeLand Shoe Store Opens 

DELAND, FLa.—The DeLand Shoe 
Store is being opened by Nankin Shoe 
Store of Miami. Lewis Nankin will 
serve as manager. 

In the DeLand store the same high 
grade of nationally advertised shoes 
for both men and women will be car- 
ried. Nankin’s have the _ exclusive 
agency for Vitality shoes for men and 
women, as well as LaRue, W. L. 
Douglas and Florsheim shoes. Only 
style right shoes are being offered. 


WHALEN 


are forced on all price lines above. This 
malicious practice has caused groups of 
far-sighted men in industries to formu- 
late plans to prevent the final destruc- 
tion of their businesses. 

“The Shoe Fashion Guild of America 
is an outstanding example of the latest 
type of organization formed to fight 
style piracy through cooperation with 
retailers. The protection of designs 
through cooperation is highly desirable, 
fair and economically sound in every 
respect, and the practice of style piracy 
is definitely unsound and unfair. 

“It is to be hoped that the ideals and 
objectives of such groups as the Shoe 
Fashion Guild will continue to receive 
the cooperation and appreciation of 
their industries, for it is certain that 
the benefits to be derived from such or- 
ganizations are of the greatest impor- 
tance to all branches of their indus- 
tries.” 


Eastwood Yacht Repeats 
ROCHESTER, N. Y. — Repeating its 
feat of the last two years with even 
more gusto than before, the Conewago, 
fleet yacht of Albert B. Eastwood, head 
of the retail shoe firm bearing his name, 
swept the Canada’s Cup series here last 
week with three straight victories. 

Mr. Eastwood, known as widely in 
yachting circles as in business, entered 
his Conewago against the Challenger 
three years ago and never has lost a 
series. 


Smart Ads Tell Story 
of Fall Shoe Styles 


[CONTINUED FROM PAGE 33] 


carefully observed by trained fitters, 
and orthopedic alterations are sug- 
gested when necessary. It is signifi- 
cant that no Gro-Shoes can be pur- 
chased at Macy’s without the sanction 
of a fitting Supervisor. If we cannot 
sell correctly we refuse to sell at all. 
We now have Gro-Shoes in 293 differ- 
ent sizes and 48 different styles for 
children from 9 months to 14 years. 
Prices range from $2.98 to $5.98.” 

Husch Bros. of St. Paul, Minn., was 
another firm that played up Aug. 15 
Fall opening in a big way. 

“Today Husch Bros. steps into the 
Fall shoe picture with a sparkling new 
collection of our famous Beverly and 
Parimode shoes. We have assembled 
our greatest collection of Fall footwear 
in a variety of styles and leathers to 
suit every taste, at a price to suit 
every purse. Fashion authenticity and 
high quality are of course synonymous 
with Husch Bros. shoes.” 

An _ interesting advertisement by 
Hutzler Bros. Co., of Baltimore, sug- 
gested to customers that they purchase 
two pairs of Fall walking shoes—one 
brown and one black—to wear with 
tailored clothes. “Start the Fall sea- 
son with two pairs of these wonderful 
shoes,” said the ad. “Buy now, while 
you can save over a dollar a pair. And 
be sure to come early, while size and 
color ranges are still complete.” 

“Let’s Be Comfortable This Fall” is 
the eminently practical caption of a 
well balanced ad by Service Shoe Shop, 
Tokepa. “Most smart women know the 
Service Shoe Shop shoes and love 
them. They come back for them again 
and again—as each season ushers in 
the newest lines. These shoes are so 
light, so perfectly proportioned to 
every curve of the foot that they lit- 
erally ‘fit like a glove.’ ” 





Shoe Poundage 


LYNN, Mass.—Women’s Fall shoes, 
of current manufacture, average to 
weigh 50 pounds to a 36 pair case. 
That’s ten pounds more than the aver- 
age for the welter weights, or barefoot 
sandals of Summer. Heavy weight 
oxfords, of the battleship class, as 
made a few years ago, averaged as 
much as 60 pounds to a case. So did 
kid boots. 

Shoe poundage changes with styles 
and seasons. Dancing slippers, for 
Winter, like barefoot sandals for Sum- 
mer, average in the 40 pound class. 
Health boots, with heavy shank rein- 
forcements, sometimes exceed the 60 
pound mark. 

Some of the amateur mathema- 
ticians are trying to calculate how 
many tons of shoes are worn in Win- 
ter than in Summer. 
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What's the heme to 
This "Parlor" Problem? 


[CONTINUED FROM PAGE 15] 


for a lazy clerk to hide out, as I have 
found. 

“Then a parlor has a ‘holy’ atmos- 
phere. I’ve seen customers walk in on 
tip-toes without realizing it. I’ve seen 
them come in and gasp, ‘Oh pardon me, 
I thought this was a shoe store.’ 

“T’ve often heard them say in the 
middle of a fitting, ‘I think I’ll go 
down to Blank’s. You see, I’m eo hard 
to fit and you have such a small stock.’ 
Which made me sore because I had 


more shoes than Blank, only his were 


in sight and mine were hidden. 


“T’ve seen the husband look in, grab | 


his wife’s arm and whisper, ‘Come on, 


Jennie, let’s go somewhere else. They'll | 
Sure, | 
that’s hick stuff, I know. But there | 
will be hicks and plenty of them in| 
every city long after you and I are} 


be too high priced in there.’ 


gone. Plenty of our richest concerns 
got that way catering to hicks. 


“You can hardly blame a customer. 


for casting a suspicious eye over a lot | 
of fine fixtures and then thinking, | 
‘Well, somebody’s got to pay for those | 
swell furnishings—and it’s not going 
to be me.’ 

“I think it’s a tragedy to have a 
sale right at your finger tips, then 
have it stiff-arm you just because your 
set-up gave the customer a wrong im- 
pression. That’s why I changed.” 

So with today’s decided price trend 
and more careful spending, it would 
not be surprising if we should also 
note a corresponding trend toward 
regulation, shoe store interiors. 

And money! A man with $10,000 
can open a nice shoe store. But if he 
should decide to open a parlor he | 
might find himself with only an ele- | 
gant stock of shoeless fixtures. 








Fall Selling Demands 
| 


Showmanship | 
[CONTINUED FROM PAGE 19] 


Anklet Straps Adorn Evening Slip- 
pers. | 
High necklines continue the high cut | 
in shoes. | 

CRUSHED LEATHERS AND 
CLEVER FABRICS give surface in- 
terest to Fall Shoes. 

Up! Up! Up! goes the OX FORD. 
Throat lines of Fall shoes are high. 

BRIGHT AND SHINY—these shoes 
of suede or fabric with patent trim- 
ming meet the vogue of reversible 
fabrics in clothes. 

They've DONE THINGS to the 
Classics—Ghillie, Kiltie, Monk and Ox- 
ford have ceased to be just classic 
shoes for sport—there are new versions 
for spectator and semi-formal wear as 
well. 

Two leathers are smarter than one. 

BROAD straps are in again! 

NEW—the SABOT SHOE. Its 
clever strap arrangement adapted from 
the French peasant shoe. 











cut down m 
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PAT. OFF, 
The world’s smoothest shoe salesman 


There’s a new and highly successful T.O. (turnover) operat- 
ing in several thousand shoe stores. It’s the T.O. to Trim- 
foot, the world’s smoothest shoe salesman. 


Trimfoot is a dainty device that almost magically relieves 
the torture of metatarsal pains and callouses. It fits smoothly 
and unobtrusively into the lightest shoes. 


Whenever a walk-out is threatened because metatarsal and 
callous pains are interfering with a comfortable fit, the in- 
troduction of Trimfoot works wonders. The sale is saved, 
and a prospective “knocker” is converted into a loyal “boost- 
er” for your shoes and service. 


YIELDS TWO PROFITS 


In addition to the profits from the shoe sales it saves, Trim- 
foot yields a nice profit of its own, as it provides a 100% 


Me mark-up. 

ae Any intelligent salesman can fit 
Trimfoot in a few seconds. Sim- 
ply try it in the shoe to check 
correct position — then pull off 
paper protecting the adhesive — 
and apply. Once inserted, it be- 
comes a permanent part of the 
shoe— its presence known only 
to the wearer. 





List Price 600 

Dozen Pairs 

Retail Price $100 
Pair 


WIZARD 
ST.LOUIS, MO. + «+ > 


Remember: S/ip inTrimfoot and save thesale. 


Prove its value. Order a few trial 
pairs now. Write today fora Free 
booklet —‘’Here’s How.” 


COMPANY 
WALSALL, ENG. 









40 


R. H. Stearns Features “Personalized” 
Shoe Service 


[CONTINUED FROM PAGE 21] 


as explained by Vice-president J. A. 
Nelson, is that all shoes, whether with 
or without orthopedic features, shall 
nevertheless be sold on a style basis; 
that salesmen shall be paid a straight, 
above-the-average salary, that better 
salesmen shall be paid higher sal- 
aries than others, that no salesman 
shall be offered any inducement to 
move slow-moving merchandise, that no 
special buys shall be made for sales 
purposes, that mark-downs shall be 
taken when necessary on regular stock, 
either to close out at the end of a sea- 
son, or to assist in ridding the stock 
of slow-moving numbers, that it shall be 
the job of the manager to watch and 
analyze sales closely so that he will at 
all times have on hand an adequate 
supply of those styles which are the 
best sellers, that all lasts be made with 
a variety of heel heights. 

The reason for this latter ruling, says 
Mr. Nelson, is that many women, hav- 
ing found a last to their liking in a 
street shoe or an afternoon shoe, may 
wish the same last, but in a higher heel 
for evening wear, or vice versa. 

In charge of the department—buyer, 
merchandiser and manager—is Melvin 
Brown, who was brought from the Best 
& Company shoe department in New 
York City. 

Chairs in this department are of 
polished aluminum, many of them up- 
holstered in waffle-patterned fabric. 





Davenports are scattered around, some 
singly and some built together, back to 
back. A Chinese Chippendale motif 
shows up in screens and wall-paper. 
The screens are three-paneled, the two 
outer panels being silver-painted lattice 
work, while the middle screen is a full- 
length mirror. The ceiling gives the 
effect of being blue and aluminum, shot 
through with shadow-patterns cast by 
the indirect lighting system. 

Scattered throughout the department 
are more than 100 pairs of shoes on 
open display—and not the least of these 
display fixtures are what are known as 
“portholes.” These are octagonal-shaped 
boxes set flush in the wall, not covered 
by glass and lighted by concealed bulb 
from which the light filters in a silvery 
tone through glass lenses resembling 
clouded quartz. 

Selling opened with a stock of about 
4000 pairs in the regular stock depart- 
ment. About 3000 more pairs will soon 
be in the reserve stock department— 
both of which departments are equipped 
with the metal shelving commonly used 
in the stacks of public libraries. In 
these departments, furthermore, shoes 
are racked by styles and a sample of 
the style in each section is hung by its 
heel from a fixture placed on the top 
of the top shelf. This makes it easy to 
find the required style and speeds things 
up all along the line. 

Prices range from $7.95 to $18.75. 





An Entire Industry Raises Its Voice 
in United Protest 


[CONTINUED FROM PAGE 17] 


lf there are circumstances unknown to us 
which prohibit adoption, we believe it highly 
desirable that a representative committee of 
shoe manufacturers and distributors should 
confer with those whom you may designate 
on ways and means for accomplishing with- 
out disrupting an industry the desirable 
end that as soon as possible every man, 
woman and child in this country shall possess 
adequate and suitable footwear. This com- 
mittee should include, particularly, representa- 
tives of retailers, since one of the most 
potentially dangerous effects would be upon 
thousands of shoe retailers whose code eagles 
everywhere today testify to high degree of 
cooperation being given your program by 
this specialized retail trade. The forty thou- 
sand retail shoe outlets of the United States 
can promptly and economically distribute all 
of the shoes required throughout the country 
and do this with the addition of an individual 
personal fitting service, which is essential to 
health and comfort. We, therefore, earnestly 
urge that for all of the above stated reasons, 
it is most desirable you review this entire 
program before further action is taken. The 
shoe retailers of this country will be deeply 
grateful for your consideration. Respectfully 
submitted, 
National Council of Shoe Retailers, Inc., 
Ward Melville, President. 


Endicott Johnson Protests 


Addressed to Secretary 
of Agriculture Wallace 


Reports indicate Government going to 
manufacture under contract vast quantitics 
of leather and shoes for relief purposes. If 
true, this will create confusion, loss of confi- 
dence and be serious for leather and shoe 
industry. It will create serious hardships for 
shoe distributors. All shoes needed for relief 
are now being manufactured in an orderly 
and regular way by factories equipped and 
organized to furnish values. Any interruption 
by Government action would demoralize the 
leather and shoe business, as well as shoe 
distributidn, very seriously. The best remedy 
for the great oversupply of hides, due to 
Government killing of cattle, is to store 
them until they are actually needed by natural 
laws of supply and demand. We offer this 
with an honest desire to be of use and 
assistance in a great emergency confronting 
the industry. 

George F. Johnson, 
Endicott Johnson Corporation. 
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Free Shoes a Menace 
[CONTINUED FROM PAGE 16] 


the coming year on the expectation that 
this procedure would continue. To have 
this business cut off through direct dis- 
tribution of Government-made shoes 
they contend, would be grossly unfair 
and in many instances disastrous. 

The further point is made that in all 
such plans as this, while the set-up may 
appear perfect on paper, the practical 
working out of the scheme is likely to 
be entirely different, especially in view 
of the fact that the details must be en- 
trusted to a multitude of local officials 
for administration. Thousands of pairs 
of Government shoes, the merchants 
fear, would “leak out” to friends of local 
officials in charge of their distribution 
and to others well able to buy them. 
Once people had been accustomed to 
“free shoes,” the merchant would be 
faced with a multitude of troubles in 
addition to the many that now beset 
him. 


Window Suggestions for Fall 


[CONTINUED FROM PAGE 28] 


the proprietor or manager hasn’t the 
time to devote to his windows, if he 
has no one on his sales staff to whom 
he can safely entrust the job or if he 
feels that a little more of the profes- 
sional touch is needed to give his win- 
dows the effect of “class,” it will be 
well worth while to engage the ser- 
vices of a display man, at least on a 
part-time basis, to handle the job under 
his supervision. 

Even in that case, however, the mer- 
chant cannot afford to dismiss the sub- 
ject of windows from his mind, for 
every window must have a merchan- 
dising purpose back of it and a genu- 
ine sales appeal that can only be given 
by one who is familiar with the busi- 
ness and its selling policies. Windows 
that are artistic and attractive are a 
distinct asset to any store, but windows 
that produce results in sales and profits, 
besides having the advantage of eye 
appeal, represent an objective toward 
which every enterprising retailer is 
striving in these times when sales pro- 
motion is so vitally important. 





Completes New Fronts 


Los ANGELES, CALIF.—With the com- 
pletion of the new front in the Pasa- 
dena stores C. H. Baker, veteran Cali- 
fornia shoe man, has completed the 
modernizing of seven of his stores, 

Elaborate plans are afoot for the new 
front on the Seventh Street store here, 
a store located in the high-class shop- 
ping district of down-town Los Angeles. 

“We are doing all this because this 
is the time to do it,” says Mr. Baker. 
“Two years ago the bug in the air said, 
‘Hold back, do nothing!’ The bug in 
the air here today says, ‘Go ahead, fix 
things up!’” ~~ 
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AN IMPORTANT CONTRIBUTION | 
TO IMPROVED SHOEMAKING . 


[A] The Saddle Insole has become an important feature , 
in the construction of several makes of arch support shoes. 








[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
this feature. The last is grooved so that the insole saddle 
fits perfectly into the recessed section of the last. 

[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. i 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Cheyenne Fights Peddler Evil 





In the Retail Store 
You Find 
SHOE FITTERS 


Men who have bad years of train- 
ing and experience, They are oc 
quainted with the constructions of 
0 shoe in every detail and by actu- 
ally fitting the Shoe to the Cute 
tmex's Foot they dete,mine the Cor- 
rect Sise—and assure Ease and Com- 
fort—the definite essentials to Shoe 
Service. 








Your Merchant May Be Your Neighbor! 
Interested in the Development and Advancement of Your City 
He has served you, perhaps for years, and the success of his business ie due entirety 
Re the service he has rendered. 
vitally interested fe patronage and his Service to to a determ- 
Se oe eee rid tis cai ad eae we God op te cecdantion ai 








(COPTRIGST: THE CITY LOTALTY 4ss0CIATION 


Here Is Another 
“Agent Wanted” Ad 






They cell themselves! 
No Experience Required 
vad eee 


Ow man eke $100 0 week 





natin 
Per Printed Instructions 





tells his customer of the many fine points of 
quality and obtains an order 


WHAT SIZE?—The most important factor of the sale is determined by the 
Peddler in the crudest manner. Part of his equipment is « tin pan on which the 
customer’s foot is measured. The order taken in this manner and on the basis of 








CHEYENNE, Wyo.—As part of a de- 
termined effort to suppress direct-sell- 
ing, Cheyenne merchants recently pub- 
lished a large advertisement which com- 
pared the service the consumer received 
in a retail shoe store with that given by 
“agents.” 

“In the retail store you find shoe 
fitting,” it further read, “men who have 
had years of training and experience. 
They are acquainted with the construc- 
tion of a shoe in every detail, and by 
actually fitting the shoe to the custom- 
er’s foot they determine the correct 
size—and assure ease and comfort—the 
definite essentials of shoe service.” 

In adjacent space appeared an “agent 
wanted” advertisement, featuring, “no 
experience required” and the high earn- 
ings—an advertisement “as a rule an- 
swered by men thinking only of the big 
money promises and not interested in 
rendering any service to the customer.” 

As usual, the agent calls on his 
friends—securing all possible business 
on the friendship and sympathy basis. 

He exhibits the shoe...and... per 


printed instructions . .. tells the cus- 
tomer of the many fine points of qual- 
ity, and obtains an order. 

“What size? The most important 
fact of the sale is determined by the 
peddler in the crudest manner. Part of 
his equipment is a tin pan on which the 
customer’s foot is measured. Orders 
taken in this manner and on the basis 
of ‘no experience required’—imagine 
the fit and comfort of these shoes when 
received by the customer.” 

The advertisement in another section, 
below the photograph, and over the sig- 
rature of the chief of police, advised 
housewives and citizens not to pay cash 
in advance to strangers as down pay- 
ment, and not to cash checks; also to 
admit to the home only on the showing 
of credentials verified locally. 

The advertising follows a very ag- 
gressive campaign against the peddler 
evil. An ordinance outlawing house-to- 
house canvassing, except by invitation, 
has been passed; the advertising here 
reported is a follow-up in an effort to 
educate consumers against peddlers. 





Rochester Production Up 


RocHESTER, N. Y.—Estimated at 21 
per cent ahead of the same period last 
year, Rochester shoe manufacturing 
firms stepped up production again last 
week, in most cases running over time 
and in some putting on night shifts to 
meet market demands. 

At the same time the fear of price 
reductions was dispelled with increas- 





ing sales at present prices without any 
indication of letdown. Edgar M. Reed, 
vice-president of the E. P. Reed Com- 
pany, one of the largest shoe factories 
in Rochester, said Rochester prices 
would not be affected by the leather glut 
produced by the Western drought since 
most of the kid used here is imported. 

The Reed factory is continuing at 
top speed amid alterations designed to 
enlarge its plant and add new equip- 


ment. The Sherwood Shoe Company 
increased its production of cement 
process shoes, for which it was a 
pioneer in Rochester, while the C. P. 
Ford Company and other big plants 
continued their pace. Among the juve- 
nile plants, the F. A. Kuhnert Shoe 
Corporation was setting the pace with 
overtime work at peak production. 
Cement process children’s shoes are 
having a good run at the Carpenter 
Shoe Company. 


Men Buying Oxblood Color 


Los ANGELES, CALIF.—Customers of 
Harris and Frank, large men’s store, 
seem to be demanding, next to black, a 
very dark brown in preference to other 
browns. The shade that takes the best 
is practically the oxblood of former 
years. The wide spade with the nar- 
row toe is proving very popular. 

Another number in dark brown that 
is moving right along is a plain toe (no 
tip) in a Scotch grain. 

P. D. Quist, manager of the depart- 
ment, states that the demand for two 
pairs of shoes by customers is better 
than in several years and that the unit 
sale has jumped up at least $1.50 per 
pair with the total volume of sales 
decidedly above that of a year ago. 








WHERE SHOEMEN WILL GET 
TOGETHER 


New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 11 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. .......... Sept. 10, 11, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New Vorh. .. 26s. . ccc. cee SOphe 2428 
Spring (1935) Leather Opening, Hotel 
Astor, New York ..........Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
ao! ee eae Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo.....Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids ........... Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 



























STYLISH SHOES 
FOR GROWING GIRLS 





Smart $4.00 Retailers, 
with a profitable mark-up 


Write for illustrated folder of complete line 


IN-STOCK SIZES | 
AAA, 4-9; AA, 4-9; A, 4-9; B, C, 3-9 | 


| 
| 
| 


The Bellevue 


#2090 
Brown Elk Blu Ox- 
ford, Kiltie tongue 
and strap, leather 
viscolized sole and 
leather heel with 
rubber top. 






The Bellevue 
#2093 


Brown Elk Kip Blu 
Oxford, genuine brown shark tip, leather 
viscolized sole and heel. 


DON’T MISS SALES FOR LACK 
OF SIZES 

We have the styles, the sizes and the 

prompt service to aid you in serving 

your customers. Every Shoe is made 

over accurate fitting lasts. 








THE 


a, Ga Oe Oe Ot 


SHOE COMPANY 














¥ 


Portsmouth, Ohio 
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Reduce All Codes to Hour, Wage and 
Child Labor Provisions 


WHEREAS, The Boot and Shoe Manufac- 
turing Industry has wholeheartedly supported 
the efforts of the President of the United 
States to relieve unemployment, by the 
preparation, adoption and observance of its 
Code of Fair Competition; and expresses its 
intention to continue to observe the provi- 
sions of the National Industrial Recovery Act 
in the national emergency, as described in 
the Act; 


AND WHEREAS, In the opinion of the 
Board of Directors of the National Boot and 
Shoe Manufacturers Association, and the 
Planning and Fair Practice Committee, the 
Code Authority for the Industry, many pro- 
visions in codes of various industries are 
operating unduly and unnecessarily to com- 
plicate administration to the point of prac- 
tical impossibility of enforcement, increasing 
cumbersome machinery of administration, ob- 
structing natural channels of trade and in- 
dustry, retarding recovery, and tending to 
create an uneconomic price structure with 


consequent reduction of employment, thereby 
nullifying the real purposes and objectives of 
the National Industrial Recovery Act; 


AND WHEREAS, We deem it our patriotic 
duty to express to the President of the United 
States our opinions and judgment as a result 
of our observation and experience; 


THEREFORE, BE IT RESOLVED, That it is 
the sense of the Board of Directors of the 
National Boot and Shoe Manufacturers Asso- 
ciation, and the Planning and Fair Practice 
Committee, the Code Authority for the 
Industry, that the President of the United 
States be requested to take under considera- 
tion and advisement, the desirability of elim- 
inating from Codes of all industries, such 
provisions as hereinbefore referred to, and 
that an effort be made to retain only pro- 
visions for maximum hours, minimum wages, 
and the elimination of child labor. 


Signed (Roger A. Selby) 
President 





Plant at Capacity 


Cotumsus, O.—The Julian & Kok- 
enge Co. reports orders booked to keep 
the plant at full capacity until the end 
of the season and as a result there will 
be no “fill-in” trip on the part of its 
salesmen after Labor Day. The factory 
would be unable to take care of this 
business if it were booked. 

The company will hold its semi- 
annual sales conference early in No- 
vember when the men will leave with 
the line of Spring samples. 





Special Rate Tickets for 
Joint Shoe Style Conference 


New York, N. Y.—A concession of 
one and one-third fare on the “Certifi- 
cate Plan” will apply for members and 
dependent members of their families 
attending the meeting of the National 
Shoe Retailers Association and the 
Tanners’ Council of America to be held 
at Hotel Astor, New York, Sept. 24-25, 
1934, and these arrangements will ap- 
ply from territories of the Central 
Passenger and Trunk Line Associa- 
tions. 

Tickets at the regular one-way tariff 
fare for the going journey must be ob- 
tained on any date from Sept. 20 to 25 
inclusive (but not on any other date). 
Those attending, when purchasing their 
going ticket, must request a Certificate 
Plan Certificate from the ticket agent. 
Purchasers are cautioned against the 
mistake of asking for a “receipt.” 

Immediately upon registration at the 
official opening of American Leathers, 
the certificate should be presented to 
the endorsing officer, John J. Holden, 
manager, National Shoe Retailers Asso- 
ciation, as the reduced fare for the re- 
turn journey will not apply unless the 
certificate is properly endorsed by him 
and validated by a railroad special 
agent as provided for by the certificate. 

Tickets so purchased will be good for 


return passage to reach the original 
starting point within 30 days in addi- 
tion to date of sale of going ticket, as 
shown on the certificate. 

Further questions as to other details 
of the Certificate Plan will be answered 
by either the National Shoe Retailers 
Association, Empire State Building, or 
the Tanners’ Council of America, 100 
Gold Street, both of New York City. 





High-Grade Trade Good 


MIAMI, FLA.—Sam Bailey reports a 
good Fall business in both men’s and 
women’s high-grade shoes. For women 
while brown kid is much in demand, 
dark blue is equally as good. Business 
seems to be about 50/50 between the 
two. Suede while fairly good is not 
going as well as anticipated earlier in 
the season. The expected demand for 
metal trim did not materialize; instead 
there is a steady volume in reptile trim. 

Fully 75 per cent of sales are in ties. 
T-straps are having a good run, with 
pumps not quite so popular. 

In men’s wear sales in all black and 
all tan run about 50/50. This shows 
an increase in tans. In sport shoes 
black and white accounts for 60 per 
cent of sales volume as compared to 40 
per cent for tan and white. 





Cunningham Shoe Co. Formed 


New BeprorD, MAss.—The Cunning- 
ham Shoe Co. has been incorporated 
here with Fred Lang, president, and 
Arthur A. Cunningham, treasurer. Mr. 
Cunningham is in charge of the 
women’s shoe department. 





Leases Store Space 


DES MOINES, Iowa—W. S. Foley, of 
the Orthopedic Shoe Stores, Inc., has 
leased space for a new shoe store at 
306 Eighth Street. The date of the 
opening has not been announced. 
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About People 


48 Years As Retailer 


Fr. Dopce, Iowa—A. G. Schill, 
senior partner in the shoe firm of 
Schill & Habennicht, is a Swede and 
glories in it. He has just finished a 
big celebration in honor of 48 years in 
the shoe business in Ft. Dodge. Mr. 
Schill bought his first stock of shoes in 
1886, at a time when the style in ladies’ 
shoes called for high tops, laced, of 
course. And if an old time Swedish 
lady asks for buskins Schill knows she 
wants a pair of low heeled slippers, 
plainly made. 


Miss Lucille Meyers Promoted 


New York, N. Y.—Miss_ Lucille 
Meyers has been promoted to the posi- 
tion of pocketbook buyer for the Wise 
Shoe Company, according to L. A. 
Schoen, president of the company. 
Miss Meyers was formerly assistant 
buyer in this department. 





Goes To Colorado Springs 


CoLoRADO SPRINGS, CoLo.—Jack To- 
ber, former manager of the Tober 
Shoe Co. store at Cheyenne, has taken 
over management of the Novelty Shoe 
Co. store here. He succeeds T. Payne. 
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From Shoes to Booze 


Newburyport, Mass.—The A. E. Little Co. 
shoe factory here has been turned into a 
distillery, for the making of 4000 gallons 
of New England rum daily. 


Tom Mix Visits R. A. Selby 


PORTSMOUTH, OHIO—When Tom Mix, 
the famous movie cowboy, and Mrs. 
Mix were in Portsmouth recently, they 
paid a visit to Roger A. Selby’s farm 
on Rosemont Road and inspected the 
Arabian horses owned by Mr. Selby. 
Mr. Mix is a lover of horses and said 
that he often had heard of the wonder- 
ful steeds owned by Mr. Selby. 

Tom said that Mr. Selby’s horses 
are the finest he ever has seen. That 
is quite a mouthful as the cowboy has 
2700 horses on his ranch at Prescott, 
Ariz. He was interested by the breed 
and fine quality of the Arabian horses 
and in the Arabian saddles, harness 
and other equipment owned by Mr. 
Selby. 








"Man of Manhattan" 


New York, N. Y.—The new “Man of 
Manhattan” column now appearing 
three times a week in the New York 
American seems to have solved the 
problem of presenting men’s things in 
an entirely new way. 

Sidney Garfield, author of “Man of 
Manhattan,” has made it a column of 
breezy, offhand comment on general, 
timely topics that men are discussing, 
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interlarded with authoritative hints on 
new styles as reported from abroad as 
well as from the places in America 
where the smartest vogues in men’s 
dress originate. 

In a city so style-conscious as New 
York, such a column should enjoy a 
wide reading and is an interesting de- 
parture from the usual newspaper 
treatment of the theme. 


Enlarged Store Rates Free Ad 


CHATTANOOGA, TENN.—AI Reiss re- 
ceived a nice personal boost in the 
Chattanooga Times when this daily 
paper reprinted a letter which Mr. Reiss 
wrote them. In a quarter-page adver- 
tisement, the Times published this letter 
from Reiss written on the letter head 
of the Vanity Boot Shop, which he man- 
ages: 


“It is with great pleasure that I wish to 
inform you that we have enlarged our store, 
made it 10 feet deeper, doubled the size of 
our Hosiery Department, repainted inside 
and outside; also purchased a brand new 
awning. It seems our store went over 
from the moment we_ opened. It went 
over with a BIG BANG! It is true we 
treat our customers RIGHT, etc. but I 
attribute our success also to the great 
CHATTANOOGA TIMES. 

“You have a great newspaper, and we 
have the proof in our Mail Order Depart- 
ment. We wish to extend to your news- 
paper our sincerest congratulations, and 
you may rest assured that I shall spend 
more money with you in the next four 
months than I did in the last six months. 
Why don’t you use the slogan, IT PAYS 
TO ADVERTISE IN THE TIMES—and I 
agree with it. 

“T like Chattanooga and believe it to be 
a real good business town with great future 
opportunities.” 
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JOHN bL. HORGAN 


e In Choosing Your 
New York Hotel 


REMEMBER THESE 
SPECIAL FEATURES 
of the NEW EDISON 


e@ Sun - Ray Health Lamps 
© New York’s Newest Hotel 
© In the Heart of Times Square 
© Five Minutes to 50 Theatres 
© 1000 Rooms e 1000 Baths 
© 1000 Radios 


e Extra - Large - Sized Rooms 
Many Windows — Large Closets 


e Extremely moderate rates— 


COTE oo” Site 


DISON 
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NOW—a pegged 
range! 
Here’s another of 


Pegging holds the 


STYLES 
at your service 


Write or Wire 


RACINE wil 


RACINE SHOE, which aids every merchant handling 
these fine shoes for men to completely service his 
clientele, in both style and foot comfort. 


sagging in the arch. The inner sole is moulded to 
support the metatarsal arch. 


NINE IN-STOCK 


TO RETAIL AT $6 TO $6.50 









shank shoe in the popular price 


the selling features found in the 


mould of the shank and prevents 


a We 
Racine 


Sot 





Since 1902 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles..2-8 
Send for In-Stock 
Catalog 





mrs. DAY'S IDEAL BABY 
Leeust St. | Danvers, Mass. 


PL, 
The nationally known traveling slipper 


NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 








and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 
with envelope case........ $1.50 pr. 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 











AE 6 EF 8 EP 


Dancing Shoes and Taps 
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DANCE 
SHOES 
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CK CA 
PAT. LEATHER Stock 


A Bom 7 
$1.55 anys +2 
$1.45 


OWENS SHOE Co. 


28 Goodhue St., Salem, Mass. 











Gremillion-Hord Shoes, Opens 


ALEXANDRIA, La.—Edwin J. Gre- 
million and M. G. Hord have opened a 
family shoe store in this city under the 
name of Gremillion-Hord Shoes, Inc. 
They will carry complete lines of shoes 
and hosiery for men, women and chil- 
dren. As far as shoes are concerned, 
the Peters line will be handled exclu- 
sively. Both men are life long resi- 
dents of this city. The location selected 
at the corner of Third and Jackson 
Streets is considered one of the best in 
town. 
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Adds Hosiery and Bags 


OMAHA, NEB.—The Brandson Shoe 
Shop, G. A. Peck, manager and buyer, 
has added hosiery and ladies’ bags. 
The hosiery is in accordance with the 
popular shoe prices. Just now browns 
of all shades prevail, except for those 
who buy green shoes, which are selling 
well, when titian color is considered 
the proper thing in hosiery. 

In the bags $2.50, $3.25 and $4.50 
prices prevail. Colors are selling bet- 
ter than plain blacks with red taking 
the lead. ‘Mr. Peck states the prevail- 
ing mode is to have the bags in con- 
trast with shoes. Although there is a 
large hosiery as well as bag depart- 
ment in the Brandson Stores, both 
these have shown fine results in the 
exclusive style department represented 
by the Brandson Shoe Shop. 





James Dewey Starts Store 


MIDDLETOWN, N. Y.—James Dewey, 
who was with the Van Sickle Company 
for six years and two years with Mon- 
agham’s, both shoe merchants of this 
city, has opened his own shop under 
the name of Comfort Shoe Shop at 33 
West Main Street. The store is fea- 
turing orthopedic shoes in a price field 
up to $6.00. Mr. Dewey was formerly 
general manager of the Emerson Shoe 
Co. in New York City. 





Gallenkamp Opens in Seattle 


SEATTLE, WASH.—Two Gallenkamp 
shoe stores were opened in this city in 
time for shoeing children back to 
school on Sept. 4, with souvenirs for 
attraction of the youngsters’ business. 

These two new stores are the first 
of the 100 Gallenkamp chain to enter 
town. E. M. Stubbs is manager of the 
Seattle branch, being assisted by R. L. 
Daniels. 





New Macon City Store 


Mason City, Iowa—Charles Elder 
and J. D. Richardson, both of this city, 
will open a new shoe store here in Sep- 
tember. Mr. Richardson has been con- 
nected with the Laird shoe store and 
Mr. Elder with the Northwest Savings 
Bank here. 





Leases Store Space 


PoRTLAND, ORE.—Harry Goldstein, 
prominent shoe man of this city, has 
just leased the corner of Ninth Ave- 
nue and Morrison Street for Port- 
land’s newest shoe store for the ladies, 
which he will open at an early date. 





Starting Family Store 


DECORAH, IowA— Keeple’s Central 
Shoe Store opened here at 213 West 
Main Street. G. D. Keeple of Union, 
Iowa, and his son, M. L. Keeple of 
Waterloo, Iowa, are operating the busi- 
ness with a complete new line of men’s, 
women’s and children’s shoes. 
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Features Suedes 


@ Sierra Bar (Gos 60 


“Where Denver Shops With Confidence” 








Today at 3 P.M 
The Denver's College 
FASHION SHOW 


Prominent co-eds Tea served 
at 4 o'clock. ia The Denver's Tearcom, Sth Fiest 
















There is nothing like @ set of Suede acces- 
sones to add the new Autumn — 
to your costume. We're ready with 

new collections of the right Seeds hinge 
to wear with the plaid and check woolens, 
the ribs and cords, the greens and rusts and 
browns and blacks: 


His 


ecortnd with “Swirl” 
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Shee Saleatand Fleer 





ornament add special interest. 
$3.00 
DENVER, CoLo.—A suede advertise- 
ment featuring suede shoes with ac- 
companying suede handbags, and even 
a pair of suede gloves, the whole 
topped with the script word, “Suede,” 
fuzzily shaded to give it a suede ap- 
pearance, introduced Autumn’s new 
smart ensemble to patrons of the Den- 
ver Dry Goods Company. The timely 
advertisement tied in with the Den- 
ver’s College Fashion Show ir the 
store’s tea room, where prominent co- 
eds modeled the latest Fall fashions. 














Has Opening 


DES MOINES, IowA—A. A. Torrenga, 
manager of G. R. Kinney Co., held the 
opening in its new location, Aug. 25. 
The new site affords extensive window 
display space with an aisle window, 
center front, erected around a support- 
ing pillar. Interior decorations are 
featured by modernistic lighting fix- 
tures in the form of a large sphere 
symbolizing the world. The children’s 
department is located at the rear of the 
new store, and is colorfully decorated. 





New Kinney Store 

AMARILLO, TEXxXAS—The G. R. Kin- 
ney Company opened a shoe store with 
J. C. Roberts as manager. The build- 
ing has been completely fitted up, new 
hardwood floors and comfortable seat- 
ing arrangement. 


New Store 


East LIVERPOOL, OHI0O—Loundy’s, a 
new shoe store for women, has been 
opened in the Little Building here. The 
store features two lines of women’s 
footwear priced $2.95 and $3.95. A 
hosiery department also is maintained. 
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You will like the 
atmosphere and 
convenient loca- 
tion of the 


HOTEL VICTORIA 


7th Avenue at 5Ist 


NEW YORK 


1000 ROOMS . ... AND WHAT ROOMS 
THEY ARE. BRIGHT AND AIRY. EACH 
WITH PRIVATE BATH AND RADIO 


$2.50, $3, $3.50 Single 


Roy Moulton, Executive Vice-President & General Manager 


G. H. 











149 Main Street 
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NOTICE 


This is your last chance 
to order Bass Ski Boots 
for positive pre-season 
delivery. Order now. Be 
ready to cash in on 
this profitable winter 
market. Write for new 
counter displays and 
dealer helps. 


The Bass line includes Ski Boots to retail from $5 to 
$18—with a liberal mark-up on each pair. Bass Ski 
Boots have earned a splendid reputation among ski- 
enthusiasts. The sport is becoming more and more 
popular. Profits will grow. 
when the first snow falls! 





Act now. 
Write to: 


Be ready 


BASS & CO. 


Wilton, Me. 





Store 
Changes 


D. F. Murphy Buys 
Yonkers Store 


YONKERS, N. Y.—Announcement was 
made last week of the purchase of the 
shoe store of Louis A. Guinzburg at 18 
Main Street by D. F. Murphy of White 
Plains and the retirement of Mr. Guinz- 
burg from the Yonkers business scene 
to develop and promote a patented arch 
of his own invention. 

Mr. Murphy, a native of Westchester 
County, operates a shoe store in White 
Plains, which he will continue. He has 
been engaged in shoe selling for 35 
years and has been in business for 15 
years. He will continue to handle the 
Arch-Preserver line of shoes sold by 
Guinzburg’s, the same make he has 
handled for many years in White 
Plains. 

Born in White Plains, Mr. Murphy 
attended school there and has been a 
lifelong resident of that city. He said 
he may establish a residence in Yonk- 
ers in the near future. 

An enlarged and complete stock of 
shoes for men, women, children and in- 
fants will be carried by Mr. Murphy in 
his Yonkers store. He will be assisted 
in operating the shop by Charles G. 
Watkins and William Macchio, former- 
ly associated with Mr. Guinzburg. 





Mr. Watkins will move with his fami- 
ly to Yonkers from White Plains, where 
he has previously resided. Mr. Macchio 
is a resident of this city. 

Mr. Guinzburg opened his first Yonk- 
ers store at 12 North Broadway. After 
ten years at that address, he moved the 
business to Manor House Square, where 
it was conducted until 1932, when Mr. 
Guinzburg took over tke store at 18 
Main Street. 

A native of Philadelphia, he came to 
Yonkers in 1890. Following the estab- 
lishment and development of his busi- 
ness here, Mr. Guinzburg became one 
of the city’s best known merchants. He 
was formerly president of the Mer- 
chants’ Association and a director of 
the Chamber of Commerce. He is a 
member of the Rotary Club and of Nep- 
perhan Lodge, F. and A. M. With his 
wife, the former Tessie Ruthenburg, he 
lives at 79 Landscape Avenue. 





Remodeling Shoe Dept. 


WASHINGTON, N. J.—H. A. Cohen’s 
Sons have begun extensive remodeling 
of their department store, with expan- 
sion planned in both the men’s and 
women’s shoe departments. The en- 
tire ground floor will be devoted to 
men’s departments. New chairs and 
fixtures will be installed throughout 
the men’s, women’s and children’s shoe 
departments, and footwear will be fea- 
tured in the new store front display 
when alterations are completed. 


F. S. & U. Store Moves 


Detroit, MicH.—French, Shriner, 
and Urner, exclusive men’s shoe shop, 
are closing their shop in the Book- 
Cadillac Shop, and moving to a new 
store at 1426 Washington Boulevard, 
to open about Sept. 10. The new shop 
is modernistic in street design, more 
conservative in the interior. It is con- 
nected by a door with Higgins and 
Frank, leading exclusive men’s wear 
shop, but will have no other business 
connection. L. H. Vickrey is manager. 





Weils Store Discontinues 


CANTON, O.—Weil’s, women’s foot- 
wear shop, for several years located 
in Market Avenue N, has discontinued 
business and have disposed of all fix- 
tures and furnishings. Harold Weil, 
manager of the store, says business will 
be carried on in a nearby city as soon 
as negotiations have been completed. 
Location of the Weil store here has 
been leased for another line of busi- 
ness. 





New Store Equipment 


CANTON, O.—New wall cases and 
chairs have been installed by the shoe 
shops of the Millar Shoe Co., juvenile 
footwear, and Zimmer’s Women’s Shoe 
store, 216 Third Street, N. W. The new 
fixtures repace obsolete appointments in 
both shops, making them among the 
most modern in the city. 
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lent fooien materiel help mm 
you to sell them in profit- 
able volume. Complete 
1934 selection of fabries, or 
styles and sizes IN STOCK — 
FOR IMMED 
LIVERY. ’ 
for samples and prices. 
The Williams Mfg. Co., 1 
Portsmouth, Ohio. t 
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Additional Unit Opened 
Union City, N. J.—The National 


Shoe Stores has opened a new unit at 
777 Bergenline Avenue, Union City. 

At present there are more than 50 
stores in the National chain in New 
York, Brooklyn, Long Island and New 
Jersey. New fixtures and decorations 
throughout the store lend an effective 
note to the general design. The firm 
has other stores in Jersey City, West 
New York and Hoboken. 

Opening day, Aug. 17, was cele- 
brated with souvenirs of fall handbags 
for the women, wallets for the men and 
toys for the children. 





Enlarged Chandler Shop Opens 


Kansas City, Mo.—The Chandler 
Boot Shop has opened its enlarged 
shop. Double the former space is now 
available by having taken over the 
shop next to the one formerly occupied 
The street frontage is 28 feet. 
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Los ANGELES, CAL.—While one shoe 
department, that in the basement store 
at the May Company, is equipped with 
air-conditioning mechanism, the new 
Burt’s Shoe Store’ at 439 South Broad- 
way, recently established by Edison 
Brothers, is the first shoe store proper 
in this city to be mechanically air 
cooled. 


Another feature in the new Burt 


store is the color scheme, bright green 
and orange standing out in such 
marked contrast. There are nearly 100 
leather upholstered chairs, every sec- 
ond one green and every second one 
orange. The modern patterned carpet 
picks up and repeats these colors. Shoe 
box colors also fit in with the color 
scheme. Jack La Vine is manager. 





Wilbur Coon Store Moves 


KANSAS City, Mo.—The Wilbur Coon 
Shoe Store has moved from Tenth and 
Main Streets to 115 Grand Avenue. 
In order not to lose any time the 
change was made over the week-end. 
Not only is there much more space in 
the store, but the display windows are 
several times larger than the old ones. 
In the new shop the walls are colored 
a pale green that harmonizes with the 
old ivory shade of woodwork, cases and 
fixtures. One of the features of the 
place is a large Neon sign across the 
building with the name of the shop in 
red lights. In the center of the sign 
is a smaller sign, triangular in shape, 
with the name in lights also. This 
double arrangement draws attention to 
the location from all directions. 





Family Store Starts 


BALTIMORE, Mp.—Paul’s Shoe Shop 
will give this city a new popular priced 
women’s and children’s footwear estab- 
lishment, early in September when it 
opens at 3422 Eastern Avenue. It will 
occupy a location formerly occupied 
as an Applestein shoe shop branch 
with which the new shoe merchant, 
trading as Paul’s Shoe Shop, had for- 
merly been associated. 





New Springfield Store 


SPRINGFIELD, Mass.—The Bootery, a 
new shoe shop, opened at 329 Bridge 
Street, Aug. 25. W. Earl Rivers, who 





is partner and treasurer in the new 
corporation, is well known to Spring- 
field people, having resided here most 
of his life. John W. Hoff, president 
of the firm, was formerly with Saks, 
Fifth Avenue, New York. The secre- 
tary, Ellen Johnson, is also a native of 
Springfield. 


Opens Shoe Dept. 


POUGHKEEPSIE, N. Y.—The Wallace 
Co., department store, has announced 
the opening of a new shoe department 
for women and children on the main 
floor, featuring compiete lines of Red 
Cross shoes. The new department was 
installed in connection with a general 
realignment of the store, and occupies 
space formerly used by the art goods 
section. _ 








New Shoe Corporation 


JERSEY CiTy, N. J.—National Shoe 
Sales, Inc., 141 Newark Avenue, Jer- 
sey City, has been incorporated with 
Irving Siegel as agent. It is author- 
ized to issue 100 shares without par 
value. Incorporators are Louis Fried, 
Bronx, N. Y.; Flora Freyer, Brooklyn, 
and Mr. Siegel, Jersey City. 


Feature A.-P. Shoes 


PROVIDENCE, R. I.—The Boston Store 
will feature Arch Preserver shoes in 
their shoe department from Sept. 1 on. 
This store is one of the leading mer- 
cantile establishments of Providence. 
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BOOT AND 
SHOE MEN! 


Whether you come to New 
York regularly or rarely, for 
conference or convention, 
you'll find that the Lincoln, 
one of Gotham’s largest and 


, a ee newest hotels, offers you 


superior accommodations 





OVER 300 PLENTY OF 
SINGLE ROOMS AT DOUBLE ROOMS AT 


Two-room suites from $7.00. A wide choice 


of sample rooms from $5.00. Special rates for your hotel dollar 4 
for longer periods. Send for Booklet B. 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
...PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 









) ‘ay GT pee” +) 8 
FOR BUSINESS.... Onc FOR DINING.... Three FOR RECREATION.... FOR QUIET SLEEP.... 
block to Broadway and fine restaurants . . . the Sixty-nine theatres with- High above the noisy clat- 
Times Sauare, 3 blocks to coffee room, the main din- in six blocks. Four short ter of the street, our 32 
Fifth Avenue and eight ing room (with dancing) blocks to Madison Square stories of fresh air and sun- 
minutes to Wall Street. and the cafe and bar. Garden for sport events. shine assure you quiet rest. 
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PRANK W. KRIDEL, Mesagne birecor + ©44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 
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Leases Basement Department 


St. Louis, Mo.— The I. Mathes & 
Sons Shoe Co., operating the Reed’s and 
Reel’s chain of shoe stores in Ohio, IIli- 
nois, Indiana and Michigan, recently 
leased the basement shoe department of 
the Mabley and Carey Company of 
Cincinnati, Ohio. Operation of this de- 
partment, which is located in one of the 
most modern merchandising basements 
in the country, will begin about October 
1. Women’s and children’s shoes will 
be sold in the department; women’s 
shoes from $1.95 to $3.95 will be fea- 
tured. 


Cohen Opens in Pawtucket 


PAWTUCKET, R. I. — The well-known 
name of Cohen has again returned to 
the shoe business of this city, Harold 
Cohen, son of Adolph Cohen, veteran 
shoe store owner, having opened a new 
shoe store. The business is incorporated 
as Cohen’s Shoe Stores. 

Women’s shoes featured are Queen 
Quality and Walk-Over, and for men 
Walk-Over, Curtis and Florsheim are 
featured. The store thus fills one of 
this city’s needs for a quality shoe store 
as most stores feature popular-priced 
footwear and novelty shoes. Mr. Cohen 
believes there is room for quality shoes 
and that the time is ripe for people to 
seek better quality in their shoes than 
they have been able to in the past. 





Takes Over Douglas Line 


LonG BEACH, CALIF. — Max Stein, 
proprietor of the Lion Clothiers, has 
gone into the shoe business and taken 
the exclusive agency for the W. L. 
Douglas shoes in Long Beach. He has 
fitted up a department at the rear of 
his men’s store and offers service to all 
comers from 14 years of age and over, 
providing they are of the masculine 
persuasion. 


Trade 
Literature 


Stetson's Outstanding Catalog 


SoutH WeyMouTH, Mass.—The Fall 
1934 in-stock catalog of The Stetson 
Shoe Company has appeared in a rather 
unusual form. It makes use for the 
first time of the new spiral binding 
which permits the book to lie absolutely 
flat regardless of where it is opened. 
The cover is of black cardboard, over- 
laid at the binding edge with a two- 
inch band of silver metal sheeting. The 
silver band and the black are separated 
by a half-inch stripe of red. The title, 
“Dept. 5 Stock Book No. 55,” is die- 
stamped on the black in silver, with the 
Stetson trade-mark countersunk into 
the cover in red. Inside the book are 
five red index tabs bearing the follow- 
ing captions: Men’s Styles, Women’s 
Styles, How to Order, Price List, Ad- 
vertising. 

The title page is laid out in a modern 
typographical manner with a half-inch 
band of solid red running down the 
binding side. There are only three text 
pages in the book. These are set in 
newspaper style with subheadings to 
bring out the various important fea- 
tures. There are also index pages lead- 
ing the men’s and women’s sections. On 
these index pages the shoes are listed, 
first, in groups, such as Dress, Town, 
Sport and Arch Wear, with the page 
numbers on which the styles of these 
various groups may be found. Below 
this listing every style is arranged 
numerically with a brief description of 
the leather, pattern and last and the 
individual page number. 

Facing the index pages are two pages 
of toe views showing at a glance the 
comparative shapes of the Stetson lasts. 
The individual shoe pages are attrac- 
tive by reason of their simplicity. The 
attractive typographical arrangement 
gives the reader at a glance the com- 
plete story on the shoes illustrated. The 
shoe illustrations are large fine screen 
halftones which are reproductions of 
actual photographs. 

A feature of Stetson Shoe catalogs 
for the last four years is shown under 
the tab, “How to Order.” This is the 
Stetson telegraphic code chart which 
was worked up by the Stetson Advertis- 
ing Department and has been in con- 
stant use in the Stetson Shoe catalogs 
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for several seasons. The “Advertising” 
tab is a brief story of the Stetson Shoe 
publicity program for Fall and Winter, 
followed by halftone reproductions of 
the covers of the various magazines to 
be used. This is a shoe catalog which 
the shoe dealers most certainly will not 
discard or misplace. It is convenient 
and is so made that when shown to a 
consumer it will carry the quality of 
Stetson Shoes fully as well as the shoes 
themselves. 





Crossett Moving Back 
to Abington 


ABINGTON, MAss.—The Crossett Shoe 
Company, which was established in this 
town sixty years ago, has decided to re- 
turn here from Augusta, Maine, where 
they have been located for the past few 
years. The move, according to officials 
of the company, is being made in the 
interests of the quality of their shoes 
and the more efficient service they can 
render in the matter of deliveries. It 
is expected that Crossett will be re- 
established in the “old home town” by 
September 10. 


Morrow Changes Line 


BREWER, ME. — Frank B. Morrow, 
familiar to the trade, having been con- 
nected with the Joseph I. Melanson & 
Sons company for many years is now 
representing the Nature Footwear 
Corp. 

This firm specializes in the making 
of hand and machine stitched men’s, 
women’s and children’s moccasin types 
of shoes. 

Mr. Morrow’s past experience will fit 
him exceptionally well for his new posi- 
tion. His territory is the larger points 
of the country, exclusive of New Eng- 
land. 





THIS WEEK'S BOUQUETS 








How Love Uses Recorder 


In our weekly business meetings, we use 
Boot AND SHOE RECORDER fo instruct our 
salesmen. The men find it interesting and 
informative. During the week they read 
the magazine and prepare to discuss any 
article that they feel is a real help to them 
in their selling. The discussions are always 
spirited and interesting. I feel quite con- 
vinced that the Boot AND SHOE RECORDER 
is a big help in making them better sales- 
men. 

L. I. Love, Kinney Shoe Store, 
Omaha, Nebr. 
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Whats New 


The Item of Heat 


LyNN, Mass.—Makers of shoe tapes 
here turn up an interesting item of 
heat. They find that shoes are often 
exposed to temperatures ranging from 
zero to 100 or more in Winter. The 
shoes may walk on zero cold sidewalks 
one minute and the next be standing 
on red hot registers. 

They also report better than body 
heat inside shoes where arctics are 
worn. 

The makers of tapes, which are used 
for reinforcing shoes, have to look into 
heats, and make tapes to resist them. 
A tape that peels off in heat does not 
reinforce a shoe. 


Two Shanks 


Two shanks are better than one. So 
is it in new football shoes. The shank 
pieces are of flexible metal. One piece 
is fitted along the outside edge of the 
shank of the shoe. The other is fitted 
along the inside edge. Ordinarily, a 
shank piece is fitted along the middle 
of a shank. The double shank idea is 
intended to lessen ankle wreckage. 





Lace Hooks 


Boston, Mass.—Lace hooks are here 
again. This time they’re on women’s 
sport oxfords. Two sets of eyelets and 
three sets of hooks make up the fasten- 
ings on the lace row. 


Shoe Shining Machine 


LYNN, Mass.—A machine for shining 
shoes is invented by Herbert L. Chapin, 
the U. S. Patent Office allowing 32 
claims to patents, and the patents being 
assigned to the United Shoe Machinery 
Corp. 








Pigskin Slippers, Glove Style 


WAKEFIELD, Mass.—L. B. Evans’ Son 
Co. are making pigskin slippers for 
men. They’re of the glove style. Soles 
are of buff leather, extra flexible. Up- 
pers are of genuine pigskin, glove 
style, but of a heavier weight than that 
used in gloves. The slippers fit like a 
glove. 





Straight Lasts 


LYNN, Mass.—Last makers are get- 
ting out straight lasts, the old straight 
last which served for making either 
the right or the left shoe. The new 
crop is for ballet shoes. Toes are 
snubbed like a bull dog’s nose. That’s 
for the toe spin. 





What Size Shoes? 


“What size shoes do you wear?” 
asked the man who was thinking of dis- 
carding an old pair. And the darkey 
replied, “Boss, me and my wife wears 
any size.” 


BOOT AND SHOE RECORDER, September 8, 





1934 


Thomas Manager of Eastern Co. 


PoRTLAND, OrE.—H. O. Thomas, well- 
known in Portland retail shoe circles, 
has been named as manager of the 
women’s shoe department of Eastern 
Outfitting Company. 

Thomas was formerly in a like capac- 
ity with Olds, Wortman & King, hold- 
ing the post for some nine years. Prior 
to this connection he was with Dunlap’s 
Bootery. 

The Eastern Outfitting Company 
have recently added the Marsalaise 
arch shoe, which they will feature. 





Takes on Coon Line 


PORTLAND, ORE.—Gene Tulli, Pacific 
Coast sales manager of the Wilbur B. 
Coon Shoe Company, announced the 
selection of the Broadway Bootery as 
exclusive Portland agents for the Coon 
line. The “Broadway” manager is Ben- 
ny B. Bloom. He reports recently add- 


ing to his staff two foot correctionists ° 


S. B. Bradley and Curtis Child. 


Obituary 


Isaac H. Sawyer 


Boston, Mass. — Isaac H. Sawyer, 
treasurer of the Atlast Co., and for- 
merly advertising manager of the 
Brown Shoe Co. of St. Louis, died in 
Beverly Hospital last week, after an 
operation. 

Mr. Sawyer was born 76 years ago 
on the Sawyer farm in Boxford, Mass. 





ISAAC H. SAWYER 


As a youth he entered the shoe trade as 
a clerk in a Boston wholesale store. He 
went west, where he joined the staff of 
the Brown Shoe Co., becoming adver- 
tising manager when he brought out the 
“Buster Brown” line of shoes, one of 
the most successful enterprises in shoe 
merchandising. In St. Louis he served 
as president of the Advertising Men’s 





51 





BO 6 6 hh 5 6 


Riding Boots 
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JUSTIN BOOTS 
Famous Since 1879 


A COMPLETE LINE OF STYLES IN 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Boots y) 
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EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 
No. 1435R 





L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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League, and as chairman of the execu- 
tive committee of the Associated Ad- 
vertising Clubs of America. 

After retiring from the Brown Shoe 
Co., Mr. Sawyer became vice-president 
of a New York banking house. Next 
he returned to his boyhood home and 
engaged in agriculture. He served for 
seven years as president of the Essex 
Agricultural Society and was a vice- 
president of the Massachusetts Fairs’ 
Association. He also acquired real 
estate in Florida, where he spent win- 
ters in recent years, serving a term as 
mayor of Ormond. 

All the while he kept up his interest 
in shoes and shoemaking. He organized 
the Sawyer System, and planned that 
it should develop some of his original 
ideas in shoemaking and shoe merchan- 
dising. He became treasurer of the 
Atlast Co., and traveled far and wide 
demonstrating the lasts as made by this 
concern. 

He was a member of Masonic bodies 
of St. Louis, and an attendant at the 
Congregational church in Boxford. He 
is survived by his wife, his son, John C. 
Sawyer, two grandchildren and two 
sisters, 
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Whats 
Selling 


Black Calf Leads 


Los ANGELES, CALIF. — Decidedly 
more than 70 per cent of the shoes be- 
ing sold in the fine shoe section of Bul- 
lock’s New Store for Men are black 
calf. Much of the time it runs up to 
ninety per cent, according to Stanley F. 
Smythe, manager. 

Two numbers, each priced at eleven 
dollars, lead the procession. 

One is a very plain black calf with a 
medium high toe, plain tip, made on a 
last with a pronounced though not an 
excessive flare. There are no perfora- 
tions nor other noticeable decorations. 

Second in the parade is another black 
calf made on a last with a much lower 
toe than the other leader. It shows per- 
forations on the tip and is of a little 
more pronounced style in design. 

“Tell ’em,” says Mr. Smythe, “that 
our better shoes are selling the more 
rapidly, we have had to re-order. That 
is true also in our hang-overs from 
summer stock—the best ones cleaned up 
long ago and the others are still on sale, 
some being offered at a no-profit figure 
and still moving none too rapidly. Our 
men are now definitely out after better 
stuff. The demand for black bids fair 
to continue throughout the winter sea- 
son, I think.” 


College Styles for Men 


New York, N. Y.—College men who 
want to know what the undergraduate 
is going to wear this Fall can look over 
the typical wardrobe at the New Uni- 
versity Shop just opened by Rogers 
Peet in their store at Fifth Avenue and 
41st Street. 

Douglas MacDaid, the style beacon 
for many college men at Princeton and 
New Haven, has selected the merchan- 
dise and will serve in an advisory 
capacity — with the assistance of the 
staffs of his Princeton and New Haven 
shops—until school opens. 

Some of the things for the 1934 un- 
dergraduate are button-down striped 
cheviot shirts; also, the other extreme, 
considered this season’s smartest shirt 
—stripes with pinned collar having 
shorter points; brown suede shoes, 
though blucher calf and wing-tipped 
cordovan brogues will be popular, Mac- 
Daid predicts; the lounge suit — easy 
and comfortable, in the rougher fabrics 
which are preferred now. 





Shoes for Matrons 


OMAHA, NeEB.—G. A. Peck, manager 
and buyer for the Brandson Shoe Shop 
in the large department store of J. L. 
Brandeis & Sons, states: “We are de- 
voting considerable time to shoes for 
older women. This is a comparatively 
unworked field and is giving us very 
satisfactory results. The shoe being 
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pushed for this trade is under our own 
name—Brandson Arch Shoe. These 
shoes are also the last word in style. 
The old idea that a shoe must be 
homely to be comfortable is exploded. 
Sales in the elderly ladies’ department 
have averaged 40 pairs the day since 
the installation.” 


Short and High 


Boston, Mass.—Arlace is featuring 
new women’s oxfords with toes very 
short, fronts very high and heels also 
very high. The fronts are so high that 
it takes eight pairs of eyelets for the 
fastening of them. 





Crushed Leathers Good 


Los ANGELES, CaLir.— Suedes and 
crushed leathers are showing leadership 
among women’s dress shoes in early 
Fall demand at the C. H. Baker stores 
in the Los Angeles area, according to 
Mr. C. H. Baker. Crushed leathers un- 
der various trade names are equally 
popular. 

“We have been a bit surprised,” says 
Mr. Baker, “in the demand for fabrics 
and we have had a big demand for 
gabardines in the leading shades. 

“Like many others we did not go in 
strong enough on blues in our buying 
originally and have had to reorder more 
than once. We feel that blue is here 
to stay and will always have to be 
reckoned with, not at all in the volume 
of black and brown but always well up 
among the secondary volume items. We 
are planning to welcome blue as a per- 
manent neighbor. 

“The extreme high oxfords are mere- 
ly a flash with us, for one and two-eye- 
let ties predominate. We have found 
T-straps so far to be in good demand.” 

“The tendency is decidedly toward 
higher quality merchandise and better 
prices.” 


Sport Oxfords Now Staple 


DENVER, COLO.—Says Sam Goldman, 
junior partner in the L. Goldman Shoe 
Co., operators of a string of stores in 
Colorado and other Western States: 
“We see the sport oxford occupying 
much the same position in the shoe 
business as is held by sugar in the 
grocery trade. The item is one that 
has rapidly come to the front in the 
last few years, and that we believe 
will continue to make a steady gain 
in popularity. This takes in both rub- 
ber and leather soled models. In both 
cases, this style is one that gains regu- 
larly from year to year with never a 
slump.” 


Unified Shoe Promotion 


Des MoINnEs, IowA—Plans for a uni- 
fied promotion of fabric and suede shoes 
on Sept. 9 were made by the Des Moines 
Retail Shoe Dealers. The same pro- 
cedure was observed last Fall with such 
good results that the dealers decided to 
repeat, according to President H. A. 
Alexander. 
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Has "Lemon" Sale 


Fort COLLINS, CoLo.—Biggest joke 
on Main Street this year was Munsell 
NuWae Shoe Company’s Lemon Sale. 
The town is still laughing about it, as 
satisfied buyers wear the “lemons” as 
W. C. Munsell frankly called clearance 
stock, marked down throughout his 
store. 

All the usual display furniture was 
removed from the windows, and lemon 
crates, obtained of a friendly grocer, 
substituted. Every pair of shoes dis- 
played in the windows contained a 
lemon, and many other lemons were 
strewn about the window. About a 
crate of the fruit was used in this way. 

Huge cut-out lemons were pasted to 
the display windows, and a lemon ban- 
ner was used. 

Making newspaper advertising as 
effective as possible, Mr. Munsell had 
the Express-Courier advertising de- 
partment supply a_ special “lemon 
sale” cut for the heading of the five- 
column advertisement. Reverse plate 
“lemons” were used for the featured 
bargains. Within a black plate, a life- 
size lemon was cut out, and upon this 
white area the specials were printed. 
The language used throughout tied in 
with the lemon motif. Some sample 
lines: 

“Hundreds of pairs of fine shoes 
that will look like a million to you... 
but they’re just plain lemons to us.” 

“Here’s a lemon that’s sweet!” 

“Here’s a lemon even the kiddies will 
like.” 

“The earliest picker gets the fruit.” 

For the opening day of the sale, the 
store advertised that every customer 
would receive a sack of lemons. Four 
or five lemons were put in the sack, 
making the cost of the concession 6c. 
Buying in quantities, the store ob- 
tained the fruit at 19c. a dozen. 


Selling Shoe Trees 


SALT LAKE City, UTtAH—The Flor- 
sheim Shoe Store stimulated sales on 
shoe trees by means of a suggestive 
display which sat erect on the selling 
floor and whose message ran: 


“Florsheim Shoe Trees... . 

Preserve the Appearance and 

Increase the Wear and Com- 
fort of Your Shoes.” 


At the bottom of this were shown a 
pair of shoes, one having the shoe tree 
inserted which properly held it in 
shape as it would have been on the 
foot. The mate to this shoe was placed 
alongside and did not contain a shoe 
tree, but instead exhibited a turned-up 
toe and sole, wrinkles and creases 
across the toe and counter that were 
caused by the lack of the proper sup- 
port to hold the shoe in shape. Ac- 
cording to H. E. Saunders this sug- 
gestive display, coupled with a sales 
talk emphasizing the things shown in 
this display to the customer purchasing 
shoes, has resulted in many extra sales, 
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Bookkeeping made so simple that a high- 
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The Most Complete Record 


of Finanees in the Most Convenient Form 


CONSISTING OF: 

Complete Bookkeeping 
Guide— 

Daily Records— 

Departmental Records— 

Comparative Statement of 
ncome— 

Daily Record of Salesmen— 

Comparative Trial Balance— 

Cloth board loose leaf binder. 


$10 -30 Complete 


Pestage Prepaid 
«Oheck with ord 1 
Unless C.0.D. sh hipment 
is preferr 












































































































































































giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


The least entries—the least work — 
the least chance of confusion or error. 





Sales DAILY— j Receipts 

‘ i NEW GOVERN. 
a = ne WEEKLY— tasty hadley 

MONTHLY emuZe ver DEMAND MORE 

Cost of Sales head ACCURATE AC- 
Returns FIGURES Net Earnings COUNTING 
USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. — oe 
ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY . 
DETAIL. REFILLS IN 
ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 











i 
MAIL THIS TODAY »— Merchants Service Dept. 


Boot and Shoe Reeorder 





wT wevTwv eeu fF SS 


Veo mw @ 1 


BOOT ann SHOE RECORDER 


MERCHANTS SERVICE DEPARTMENT 


NOM i ccticecivssduawases ecccceccece 
209 South State Street—Chicago, il. | Street Ccccccccceccoce eee ee emeeeere--s 
a | City woe ce cecen eee Stabe .ceneesseseeee 


When writing advertisers please mention Boot and Shoe Recorder 


209 South State Street 





Chicago, Ill. 
—Please send me the FINANCIAL RECORD, 


—Please send me sample sheets for inspection. 
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| for which find check enclosed for $10.50. 
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CLAWIFIED ano WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 




















SALESMEN WANTED 


POSITION WANTED 


POSITION WANTED 





SHOE salesmen, to handle a line of new spe- 
cialty suede shoe brush as side line, excellent 
and fast selling fall item, carry samples in 
your pocket; commission basis; state references 
and territory in first letter. Address D-839, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





QYVANTED—An intelligent, industrious sales- 
man WHO CAN SELL WOMEN’S GOOD 
SHOES. Somewhere around Philadelphia 
there is a salesman who wants a manent 
connection, who realizes he cannot gef money 
unless he produces, who is acquainted with re- 
tailers in Philadelphia, Baltimore, Washington 
and Coast States. We have something to offer 
such a man. A top notch line of Women’s 
Goodyear Welt shoes, retail at $8.50 up; a 
line of stylish Littleways to retail at $6.50, 
all stocked. Give experience, present position, 
all information, which will be treated confi- 
dentially. Address D-844, care Boot & Shoe 
i 239 West 39th Street, New York, 
ms Be 





ALESMEN WANTED—An_ unusual new, 

simple and economical specialty for men 
visiting shoe and hosiery retailers. USED IN 
EVERY HOME. Eagerly accepted by deal- 
ers for use as a premium to build good 
will. A_ profitable side-line, justifying your 
investigation. Send stamp for samples and 
particulars, stating territory now covered. Ad- 
dress D-845, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





DEFRAY traveling expenses by carrying few 
especially selected numbers in Women’s 
Hosiery to retail shoe stores. Brooks Hosiery 
Mills, 31st and Hunting Park Ave., Philadel- 
phia, Pa. 








LINE WANTED 





ENERAL SHOE LINE WANTED for 

states of New Mexico and Arizona. Six 
ears’ experience in these two states. Excellent 
large following. Can sell $75,000 to $125,000 
yearly. Only strong concerns, willing to fur- 
nish weekly drawing accounts, considered. No 
others need answer this. Address D-842, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





in Texas. 


SHOE NEWS 
REAL SHOE MAN WANTS REAL JOB 


Successful operator of high grade shoe department will be at liberty after 
Sept. Ist to talk with some good outfit relative to making a connection. 

Due to liquidation of business, where shoe dept. was leased, present business 
closed. Have shown a good profit for past seven years as buyer and manager 
for my owners. Am 36 years old, and have 19 years successful retail shoe experience 
Will go anywhere a satisfactory opening is offered. Have the best of 
references from the few people with whom | have worked. 


Jake Minchen, care of Krupp & Tuffly Shoe Co., Houston, Texas 











Successful Shoe 
Publicity Man Available 


Experienced shoe advertising 
man with highly successful 
background is interested in 
making a _ connection with 
some aggressive organization 
where past training with in- 
itiative will help to build a 
bigger, more profitable busi- 
ness. Has produced all types 
of National and local advertis- 
ing. Can handle any size job. 
Highest grade references. 


Address D846 Care 
BOOT & SHOE RECORDER 
239 W. 39th Street, New York, N. Y. 

















LINE WANTED 





AVE all equipment for Women’s Shoe De- 
partment including location. Want man- 
agership either chain line or consignment. Ex- 
perienced. References. Box 391, Grand Forks, 


Cinderella Store Moves 


YOUNGSTOWN, O.—Removal of the 
Cinderella Aristocrat Shop to 135 West 
Federal street has provided this ex- 
clusive women’s shop with an enlarged 
shoe department almost double the size 
of the former department officials of 
the store have announced. New shop 
has installed newest type fixtures and 
appointments. Cinderella shop _ will 
stress ladies’ footwear priced $2.00, 
$2.40 and $2.95. A hosiery section will 
also be maintained in addition to milli- 
nery and handbags. 


Hess Has New Department 


BALTIMORE, Mp. — Hess “Manne- 
quins,” a new and permanent depart- 
ment has been opened at the exclusive 
Hess Shoe Shop, which is designed to 
take care of every woman footwear 
need, no matter what her vocation or 
avocation and station in life may be, 
but particularly those operating on a 
restricted budget. Shoes in this new 
department are featured at the one 
price of $6. 








| CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 

$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication “4 
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BUSINESS OPPORTUNITY 





BUSINESS OPPORTUNITY 











* 


Boston 


course of instruction. 


clinics. 


Write for catalogue to 


473 BEACON STREET, 
* 





MIDDLESEX SCHOOL or PODIATRY 
A Department of the Middlesex Medical College 


Podiatry is the only uncrowded profession. 
services of qualified chiropodists is universal. 


The Middlesex School of Podiatry offers the standard three years 


Students enjoy the facilities of a fully equipped medical school 
with university and hospital affiliations. 


Practical training is amply provided in large dispensary and hospital 


The school is coeducational and a high school education or its 
equivalent is required for admission. 


HIRAM B. DONALDSON, Dean 


MIDDLESEX SCHOOL or PODIATRY 


* 


Waltham 
The demand for the 


BOSTON, MASSACHUSETTS 

















WANTED TO PURCHASE 





BUSINESS OPPORTUNITY 











Buyers of Surplus Stocks 
We will buy surplus er entire stecks ef chees 
frem manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


106 Duane St. New York 
Phone Werth 2-5877 and 5378 





Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful prac- 
tices in this new and dignified profession. 


Home Study Course, including working 
models and equipment, furnished at low cost. 
Easy terms. Write. 


THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 














WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bas- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs” 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 

















Button Back Pumps 


Boston, Mass.—Button back pumps 
present the ornamental button, quite 
large, on either side of the front of the 
‘shoe. Tabs of leather, extending from 
‘the quarter, fit through a metal loop on 
‘the instep, and button back to the orna- 
:mental buttons. 


(5 eee 


Long's Bootery Incorporated 


BoWLING GREEN, Ky.—Long’s Boot- 
ery, Inc., capitalized at $5,000, has been 
granted a charter by the Secretary of 
‘State. Incorporators were Robert L. 
‘Long, John Lee Long and James Law- 
rence Long. 








Health Spot Shoe Shop 


Detroit, MicH.— The new Health 
Spot Shoe Shop has been opened on the 
second floor of the David Stott Build- 
ing, handling Musebeck shoes. Plan- 
ned by Lee E. Allen, veteran Detroit 
shoeman, who recently closed his “Shoe 
Counsellor Shop,” it has been taken 
over by Dr. John W. Husted. Allen 
has retired from the business, and has 
left for Texas. 

The new store is unique in this city 
in its layout. A large reception room, 
long and narrow, greets the guests, as 
they enter with two large windows fac- 
ing Griswold and State Streets and 
Capitol Park across the way. No shoe 
displays are used in this room, aside 
from a single pair of shoes at either 
side of the entrance on small occasional 
tables. 

Back of this reception room, which 
is furnished with chairs and settees, are 
five fitting rooms. Each is fitted with 
chairs and customary shoe shop equip- 
ment, and allows individual, detailed at- 
tention to each customer. According to 
Dr. Husted, the ideal of the store, which 
specializes in corrective fitting work, is 
to give the customer attention which 
could not possibly be given in the cus- 
tomary open store. The presence of 
other customers, who expect a certain 
amount of attention, even while the 
shoeman is waiting on someone else, 
detracts from the ability to concentrate 
upon the one being fitted. 


HOTELS 








In New York.a hotel 
moderate in price 
and convenient 








FIREPLACE IN aaa Geuiedans 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 

@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 

@ Good food...you’ll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 


* 
Hotel . ‘i 


Herald Square 


116 WEST 34th STREET - (Opposite Macy’s) 
NEW YORK 





Launches New Shoe Dept. 


DENVER, COLO.—The women’s shoe 
department at the Denver Dry Goods 
Co. here has launched the college buy- 
ing season in a highly effective manner 
with the opening of a new main floor 
college department known as_ the 
“Modette Shoe Shop.” 

The new section occupies a large 
space to the right of the main aisle 
elevators on the first floor. The color 
scheme is cream and green.  Set-in 
window-type display cases along the 
back wall and large, attractively let- 
tered signs make the department stand 
out as one of the most conspicuous in 
the store. 

The new department is entirely a 
one price shop—more than 50 different 
styles being offered at $3.95. Among 
the currently featured styles as swag- 
ger, low-heeled oxfords, suede and kid 
pumps and ties, silver and gold evening 
sandals and black and white sandals 
for dyeing. Sizes range from 3 to 9 
and lasts from AAAA to B. 

The idea behind the new shop has 
been to offer a wide enough variety 
at a reasonable price to enable the 
college girl to buy a complete shoe 
wardrobe. 
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Next Week 


HE September |5th issue of BOOT AND 

SHOE RECORDER features the semi- 
annual Joint Styles Conference and Leather 
Show, to be held at Hotel Astor, New 
York, September 24 and 25. We tell the 
story of leathers and colors for Spring and 
present to our readers a valuable leather 
service, which will aid them materially in 
planning their Spring buying. This issue 
also announces the program for the Style 
Conference, which promises to be of un- 
usual interest and importance this season. 


Simultaneously with this advance survey 
of the leather and color picture for Spring, 
the RECORDER p-esents in the same issue 
its analysis of footwear fashions for the 
Winter selling season just ahead. An 
elaborate style section of sixteen pages in 
colors that every retailer will wish to read 
and use in planning his merchandising for 
the cold weather months. All in all, next 
week's issue promises to be one of the 
interesting numbers of the year. 
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Gentlemen 


it’s like a 


Gold Rush! 


\ \ OMEN by the thousands are rushing into Tango 
Pump comfort; merchants are rushing into Tango Pump 
profits. Never before has the shoe business seen such a blaze 
of enthusiasm (in terms of actual sales) over a new devel- 
opment in shoemaking — the flexible instep feature of the 
Tango Pump. For years, millions of women have suffered 
the pain of a biting throat line on plain pumps. Now the old 
stand-by in every woman’s shoe wardrobe is a joy to wear— 


if it’s a Tango. 


A prominent store in a western city is selling 125 pairs a week; 


a department store in an Illinois city sold 8 pairs to one of 


Ree tan eel 


its well-to-do customers. As a result, nearly all her friends 
bought Tangos. A well-known shoe buyer has ordered 7 spe- 

cial pairs of Tangos for his bride and her maids to wear at 

his own wedding. Another merchant says: “They are the 
best-selling shoes I have ever handled.” In one 

o- state alone, we have over 100 Tango Pump 
FLEXIBLE INSTEP dealers. Hollywood has taken to Tangos in a 
GY big way; look closely at the shoes worn in recent 
uump movies. We tell you, it’s like a gold rush—a 
rush to comfort and profits—comfort for your 
customers—profits for you. Scientific fit plus revolutionary 
construction is the secret behind Tango Pump popularity. 


IN STOCK eeee@ oeeeeese®e 


MADE OVER 198 LAST, 20/8 LOUIS HEEL 


Jo. 2416—Black Suede 
vo. 4416—Brown Suede 
Vo. 2316—Black Kid 

. 4316—Brown Kid 

. 3316—Blue Kid 


\ Yo. 2216—Patent Leather 
The last over which the Tango . No. 1316—White Kid 


Pump is made was produced by No. 1516—--White File 

VULCAN CORPORATION, : . 2516—-Black File 

Portsmouth, Ohio. The great de- . AAAAA—6 to 10, AAAA--5 to 10, AAA 4% to 10, AA— 
mand for this pump attests its fit- SS 4 to 10, A—4 to 10, B—2 to 10, C—3 to 10. 

ting qualities. All the wood heels —e ie pe 

used on our shoes are made by ~ An additional charge of 15c per pair will be made on all 


VULCAN CORPORATION. _ } orders for less than 4 pairs assorted. 
P = 4 Terms: 5% 30 days. 


BRAUER BROS. SHOE @, stows. mo. 


The Tango Pump is covered by U. S. Letters. 





Vol. 106. No. 2. Published every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. Entered as second class matter, Sept. 10. 1925, 
at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8. A. 
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PERFORMANCE 


. ... don't expect it from a novice! 


Wr vous be strange indeed if, almost overnight, mail carriers 

could develop into slack wire performers; upholsterers into shoe 

manufacturers; or tanners change from one kind of production to 
“ a widely removed one. . . . without making someone pay dearly 
for the transitions. 


It would be strange, also, for firms to overlook the factors that 
establish a supply house as a dependable resource, with eyes only 
on the shading of price. And yet, there are some who pay their 
money and expect a good show from novices, good shoes from 
upholsterers, and good leather from first or second seasoners. 


\ 
pa ee 
\ 


Behind “THE WHITEST WHITES” are 58 years of tanning ex- 
perience; a generation of intensive specialization in whites; an 
uninterrupted, unmarred record of satisfactory, dependable per- 
formance. A performance of service and of quality product that 
sets the standard! 


White LEVOR washable kid is produced in 
unequalled volume by efficient, modern 
methods and is priced to maintain record 
salability. 


eT 
et a Naa ASL eS 


G. LEVOR & CO., INC. 


Tanners over 58 Years 
GLOVERSVILLE NEW YORK 








i 
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Ba THE WHITEST WHITES” 
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7 THE BOX TOE 


‘| hidden from view — 


yet vitally important 
to the appearance and 
comfort of the shoe. 


@ 


THE QUALITY BOX TOE 
GAC 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Found only in 
Musebeck Shoes 
for men and 
women 


Danville 





FOOT-FACTS 


FOR FALL 


Doctors are beginning physical examinations at 
the feet. 

Research has proven that rheumatic and arthritic 
pains are often caused from weak arches that 
Pte cramping nerves and blood vessels in the 
eet. 

People are being almost miraculously relieved 
of ailments of long standing, including eye dis- 
turbances,—through releasing cramped nerves 
and blood vessels in the feet that reflexly affect 
the whole body. 

HEALTH SPOT SHOES are the only shoes 
manufactured with the patented scientific 
HEALTH SPOT construction to straighten up 
weak feet, releasing cramped nerves and blood 
vessels so they can function normally. 
Successfully prescribed by doctors of all groups 
—HEALTH SPOT SHOES are a sound basis for 
any shoe department. 

You can definitely depend on HEALTH SPOT 
SHOES giving the results they are supposed to 
give—maximum foot comfort and health pro- 
tection. 


Once you get HEALTH SPOT SHOES estab- 
lished, they will sell regardless of times, weather 
or depressions—(One dealer reports 14 com- 
plete turnovers in his HEALTH SPOT SHOE 
stock in one depression year). 

With HEALTH SPOT SHOES you have no 
style problem—They are built for health and 
comfort—make satisfied, repeat customers who 
bring their friends into your store. 
Manufactured under Patents No. 1,850,977 and 
No. 1,916,198,—there is no danger of HEALTH 
SPOT SHOES being duplicated. COPIED ard 
IMITATED,—YES!—but no other construction 
can obtain the same results in straightening up 
weak feet—which is the key to success in cor- 
rective shoe work. 

We suggest starting with a good size range on 
only two HEALTH SPOT SHOE numbers to 
take care of your worst cases of weak feet— 
those the hardest to please and the hardest to 
fit. We know the results will be satisfactory to 
both of us and that HEALTH SPOT SHOES will 
fill a definite place in your store that no other 
shoe can fill. 


Complete information furnished on request. 


MUSEBECK SHOE COMPANY 


Illinois 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 







[8B] The use of the “Down to the Wood” principle in last ~ 
design has contributed materially to the effectiveness of 
eS. aes this feature. The last is grooved so that the insole saddle 
~ fits perfectly into the recessed section of the last. 







[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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WANT QUICKER SALES? 
Then ask your manufacturers this question: 


Just say: “Do you use the B. B. System 
of Finishing Upper Leathers?” The answer 
is important ... For shoes finished with 
the B. B. System have that natural lustre 
and compelling eye-appeal which makes 


every sale just so much the easier. More 


THE B. B. 


OF FINISHING UPPER LEATHERS 





than 300 shoe manufacturers are now 
paying extra to give their retailers the 
sales advantages of B. B. Finished Shoes. 
Ask your manufacturers if they are among 
this number. .... Boston Blacking & 


Chemical Co., Cambridge, Massachusetts. 


SYSTEM 


IN SHOE FACTORIES 4 
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AN ADVERTISEMENT BY THE 


ROBERTS, JOHNSON & RAND 


BRANCH OF INTERNATIONAL SHOE CO. 
-$T. LOUIS, MO. 


ED, OUR CHILDREN'S BUSINESS 

HAS DROPPED. DON’T KNOW 

WHAT IS WRONG, BUT SOMETHING 

MUST BE DONE ABOUT IT. 

I'VE BEEN THINKING THE SAME 

THING AND I SPOKE To A FRIEND 
ABOUT IT WHILE I WAS UP NORTH. 
HE SUGGESTED THAT WE GIVE SERI- 
OUS CONSIDERATION TO THE POLL 
PARROT LINE, AS IT HAS SOLVED 
HIS JUVENILE SHOE PROBLEM. 


= 
> 
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There Is A Dainty Maid 


Product For Every Purse 


Are you seeking $1 retailers? 
We have them. 


Are you seeking $2 retailers? 
We have them. 


Are you seeking $3 retailers? 
We have them. 


Are you seeking $4 retailers? 
We have them. 


Are you seeking salable items 
that will bring you profit? 


We have them. 





You Can’t Go Wrong With 
Dainty Maid! 








ST. LOUIS ¢ FICE— 


When writing advertisers please mention Boot and Shoe Recorder 








~ STERLING STANDARD. 
m = OF SMARTNESS 













Manufacturers who pride them- , 
iy selves on modish footwear of EB 
a high quality select Sterling Lasts Be 
for authentic, original style. | 








34 years of serving metropolitan 
manufacturers have shown us | 
that the smart lines of the last 
determine the character and fit 
of the shoe, and that no amount 
of fine shoemaking or care can 
conceal an inferior last. 















The finest women's shoes made 
in this country are built over 
Sterling Lasts. It will pay you to 
find out why! 











STERLING LAST CORP. 
335 EAST 27TH ST., NEW YORK CITY 





.MERICA’'S FOREMOST FASHIONERS OF LASTS'"E 9 
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Makes women's 
shoes truly feminine 


The "Viol Shank'' is a distinctive feature to be found only in 
Wolff-Tober pumps . . . the fine narrow contour of this shank lends such 
grace of line to the arch that at last women's shoes are truly feminine. 
It hugs the arch like a glove and fits superbly. The steel-supported 
shank construction is rigid and firm, supports the arch and allows the 
necessary resiliency for the foot in action. Although the ''Viol Shank" 
is extremely narrow, it is even stronger than the ordinary shank. 

“Viol Shank” is fully covered by U. S. Letters Patent No. 1,938,204. The sole rights of this 


patent belong to the Wolff-Tober Shoe Manufacturing Company and the manufacture or sale of 
an infringing shoe is subject to injunction and prosecution. 


“TEX” Made over our ““New 21 Last” with 
“Viol Shank’ 20/8 Spanish Heel 

. M-100—Black Patent Leather $3.50 

No. M-200—Satin Mat Kid.... 3.60 

No. M-300—Blue Kid... . .. 3.75 

No. M-400—Brown Kid........ 3.75 

No. M-500—White Kid... 3.75 

No. M-600—Black Suede.... 3.75 

No. M-700—Brown Suede 3.75 


IN STOCK e 


These shoes are carried in stock from AAAA to C, in sizes from 3 to 9. Terms: 5°, 
30 days. Fifteen cents extra per pair for orders less than 4 pairs. 


Made over our “New 19 Last’’ “ i 
17/8 Spanish Heel PANSY 


. M-101—Black Patent Leather $3.40 
. M-201|—Satin Mat Kid..... 3.50 
. M-301—Blue Kid.......... 3.65 
. M-40|—Brown Kid 3.65 
. M-501—White Kid........ 3.65 


Pi eaine | M-601—Black Suede... 3.65 
LS tN _M-701—Brown Suede... 3.65 
IT TAKES QUALITY TO 
RETAIL SHOES AT A PROFIT 


WOLFF - TOBER - SHOE - MFG- CO 


9511 -- 13---45 ~47- SULLIVAN AVE - SAINT LOUIS - MO- 


When writing advertisers please mention Boot and Shoe Recorder 
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2 million pairs 


OF CEMENTED SHOES 


7 
e 


1934 
48 million 


prs 


& ere figures above indicate 


the extent to which ce- 

mented shoes have come into 

favor with women since the in- 

vention of the new mechanism and the production 

of the special cement by which this method of attach- 
ing soles has been made successful. 

Among the reasons why women have shown a 
rapidly growing and widespread preference for ce- 
mented shoes are the continued smartness and wear- 
ing comfort that manufacturers are able to put into 
such shoes. 

When the new machines for making cemented 
shoes were invented, du Pont was asked to supply 
an adhesive that would possess the special qualities 
necessary for attaching soles. With long experience 
in making cement for joining heavy belting and for 
general uses in the leather industry, du Pont labora- 


tory specialists succeeded in producing exactly the 
cement that was required. 

It was designed to be flexible, to resist dampness, 
dryness or changes in temperature and to hold the 
sole securely in place. 

The great success in footwear history is being 
shared today by manufacturers who are making ce- 
mented shoes—36.9% of all the shoes that women 
are buying. This percentage is increasing daily. The 
success of cemented shoes is being recorded in 
mounting millions. 


REG. VU, $. PAT. OFF. 


E. 1. DUPONT DE NEMOURS & CO., INC. 


FINISHES DIVISION 


WILMINGTON DELAWARE 
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Mien like ‘em rough.. 


t @ The swing to rough fabric suits is a big boost for grain shoes. Men 
ul 4 ike them rough-looking but how they'll kick if they’re rough on 
their feet. 
Walk-Over new Fall grains, finer textured as style demands, are made 
only from selected plump young hides. Leathers that are sturdy but 
soft on the feet. And Walk-Over free-action lasts insure plenty of 
toe room and toe spring, with snug, frictionless fit at heel, arch and 
ankle. Feature Walk-Over Grains and keep your customers happy! 
GEO. E. KEITH COMPANY, CAMPELLO, BROCKTON, MASS. 


As nationally advertised in Collier's 


e HEATHER GRAIN: Black or brown. Triple, flex- 
ible soles. New, refined moccasin-type toe. Mudhound 
style. Casino last. To retailat . . . . . . - $6.50 


e THISTLE GRAIN: Rich brown. Smart non-wrinkle 
plain toe. Brass eyelets. Broadway last. To retail at $6.50 


e NORWEGIAN GRAIN: New mellow brown, or 
black. Seamless vamp. Unusual treatment of punching. 


\ Broadway last. Toretailat . . . ... . . $8.50 


iWALK:- 
i OVER 
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BOOT AND 
SHOE MEN! 


Whether you come to New 
York regularly or rarely, for 
conference or convention, 
you'll find that the Lincoln, 
one of Gotham’s largest and 


, a , newest hotels, offers you 


superior accommodations 








OVER 300 PLENTY OF 
SINGLE ROOMS AT DOUBLE ROOMS AT 







Two-room suites from $7.00. A wide choice 
of sample rooms from $5.00. Special rates for your hotel dollar. 
for longer periods. Send for Booklet B. 






1400 outside rooms, each with bath and shower, cabinet radio and servidor 
..-PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 








FOR BUSINESS.... One FOR DINING.... Three FOR RECREATION.... FOR QUIET SLEEP.... 






block to Broadway and fine restaurants . . . the Sixty-nine theatres with- High above the noisy clat- 
Times Square, 3 blocks to coffee room, the main din- in six blocks. Four short ter of the street, our 32 
Fifth Avenue and eight ing room (with dancing) blocks to Madison Square stories of fresh air and sun- 
minutes to Wall Street. and the cafe and bar. Garden for sport events. shine assure you quiet rest. 





> ot fete. ot a fe 





AH@LINCOLN 


ORAS Nest: Moste -|, . 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 
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Now#z% STARS * 


We wearing GOLD STANDARD SHOES 


... and they 
are ready to 
work for you 


FREE 


1717 Mary Lee 
Style Shoe 


Brown suede tie. Thelma Todd h 
. m 
and beige lustre [taille | 3 Wiel, 
p oe < usical comedy, 
underlay, 20/8 boule- |= = , ; : "Hips — Hooray, 
— : ‘ars 
png Mlb Ae el F and Woolsey. - 
Cherie last. AAAA 
6-9, AAA 5%-9, AA 
5-9, A 4-9, B 3-9, 
$4.35 
1716—Same in black 
with gray underlay, 
$4.35 








Betty Furness is one 
of RKO-Radio’s ~ 
tured players ... 
classically blonde 
beauty starred in “The 
Life of Virgie Win- 
“— and other big 
KO productions. 


1715 Mary Lee Style Shoe 
Brown kid gore pump, brown patent 
collar, 19/8 Louis heel, UCO Lock- 
stitch Process, Coquette last. AAAA 
i wa 5%-9, AAA 5-9, A 4-9, 

-9 : 
1714—Same in black 


Constance Cummings 
from the Universal 
picture “Glamour.” 


1707 Mary Lee Style Shoe 


Brown kid tie, beige stitching and underlay, 
brown patent trim, 17/8 boulevard heel, 
UCO Lockstitch Process, Lamode last. 
er’ 6-9, AAA 5%-9, AA 5-9, “Ja 

B 3- 4.35 


1706—Same in black with gray nee Write for full particu- 
and underlay lars concerning this 


localized Movie Star 
Masel 4° a 
CENTRAL SHOE Co. S/é LGuir “SA. 
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GREAT ACTOR & 
Can Play Different Roles 


abn iam 


Browne 


er: 
a ~ 


SHOES FOR MEN 
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September 15, 





KS 


and so can 


This Great Line 


of Shoes 


Tue names that have made history 
on the stage and screen-have had 
this ability in common—the knack 
of fitting themselves to play more 
than just one type of character. 


We have often reminded you that 
Brownbilt Tread Straight Shoes lead 
a “Dual Life.” This is just another 
way of saying that these versatile 
shoes play more than one role in your 
shoe stock. 


Here’s what happens! A young 
man, or any man with young ideas, 
is interested primarily in style. 
Brownbit Tread Straight Shoes win 
his approval because of their definite 
style flair. Men farther along in age 
seek comfort in a shoe above all else. 
The special support of the concealed 
Tread Straight features convinces 
him that his choice of these shoes 
is wise. 

Shoes that are equally renowned 
for their style as well as comfort 
features enable one stock to serve the 
purposes of two. Figure out what that 
means in increased sales, faster 
turnover and extra profit! 


Rrewd Saoe Gouge, 


MANUFACTURERS - - SAINT LOUIS 


The Brownbilt Tread Straight line is carried in 
stock in a wide range of styles, widths and 
sizes, and fits into the popular price range. 
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Only with the 


(rian “Ray Shoe Fitter 


CAN YOU PROVE CORRECT FIT Tig 
TO YOURSELF AND YOUR CUSTOMER 


| “Never mind the size number. 














Let’s see the fitting!” 








The X-Ray Machine can 
be made one of the best advertisements of 
your store and. your sales people. It helps 


them to sell shoes correctly fitted. 


Perfectly fitted customers always enjoy foot 


comfort, and are always glad to come back. 


Misfits of other stores can 
be proven. It is a price- 
less business building asset. 
And it pays for itself many 
times over! It is reason- 


ably priced—on conveni- 


Used by Leading 
Shoe Merchants 


ent terms. 


Everywhere 


Mothers who have once had their children fitted by X-ray will 
use no other method, It is endorsed by physicians and physical 
instructors everywhere. No other service you can offer your 
trade will instill such confidence or earn such profitable re- 


turns for your business. List on Request 











X-RAY SHOE FITTER INCORPORATED 
3535 NO. PALMER MILWAUKEE, WISCONSIN 
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When you’ve introduced your custom- 






ers to Florsheim Shoes with Ped-Flex 






—the flat-insole shoes that are so 






flexible they need no “breaking-in” 






—you’ve given them a new experi- 


ence in shoe comfort. But that isn’t 






all. You’ve given your own future 






business a powerful boost. For the 












More freedom and flexibility . . 
‘a Ped-Bhen Miccheieas Ped-F lex process is a patented feature 








available only in Florsheim Shoes. To 





TO RETAIL AT 
Most Styles $ 75 : _— 
continue enjoying the most comfort- 
Some Styles $10 


In Stock THE Gem— 


S-411 in black calf; S-412 in ; : 
medium brown calf —both with tomers will have to keep coming back 


Ped-Flex construction. 


FLORSHEIM 
SHOES with 2ed-Flx 


THE FLORSHEIM SHOE COMPANY e Manufacturers 





able shoe on the'street today your cus- 










to you for the next pair—and the next. 









CHICAGO 
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